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Gladys the beautiful reception- 
+ says she sees they are now 
dvertising Wearever fountain 
sns. and it is really wonderful 
hat those aluminum people can 
ink up. 

v 
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Henry Berger has an all-women 
bshion board which passes on the 
tyle and comfort of his pajama 
umbers. Somebody should tell 
he ladies they look better in 
ight gowns. 


_ . fw 


“Schenley Reserve—mellow and 
ght as a perfect morning.” 
But do drinkers sing, “Oh, What 
Beautiful Morning,” the night 
efore or the morning after? 


ee ae 


“In 1903,” reminisces Fawcett 
bublications, “when Henry Ford 
rst offered a Ford car for sale, 
e asked $950 for it.” 

He could get more than that for 
t right now. 
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“FTC Will Probe Mystery of 
igaret Shortage,”’ headlines AA. 
When the Washington bigwigs 
ave trouble getting their favorite 
rands, the shortage is official. 


v 


vr, 
BP, Somebody should see to it that 
Ped D. R. doesn’t run out of Camels. 


fe could hardly be expected to 
ynduct a successful press confer- 
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nce with an empty cigaret holder. | 
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Parke, Davis says the pharma- 
ist (druggist to you) won’t sell 


ST. NICK AT WORK—Part of the Cle 
in this display, dominating one of the 
dows which are attracting countless 


| 


Extensive 1945 
Campaign Mapped 
by Ford Motor 


Detroit, Dec. 13.—Ford Motor | 
Company, with expectations of | 
attaining a production volume of | 
2,000,000 vehicles annually within | 
two or three years after the war 
ends, this week was first among 
the major units of the industry to | 
reveal its 1945 advertising plans | 
and its postwar sales program. 

The new ad campaign, subject | 
to change as conditions warrant, | 


|is one of the most all-embvracing 


lu a laxative if he suspects you | 


ave appendicitis. But is 
rictly kosher with the AMA? 


v v v 
Kathleen Winsor is providing 
e film “treatment” for ‘‘Forever 
mber,” and will have the delicate 
sk of taking out part of the Bal- 
in while leaving in enough of 

Katz. 
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An Aviation Maintenance editor 
bes to his assignments in a Stin- 
n, and if this vocational trend 
ntinues, the editor of Coal Age 
ng to have trouble keeping 
face clean, 

v 
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Landlords Bureau of Chi- 
just brought out the 
llord’s Guide,” but fortu- 
for tenants the landlord has 
to guide him at present 
IPA, 
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dvertising assistant is 
ea by a refractory manufac- 


this | 


a Missouri town, the ad | 


some of the applicants 
interested in finding out 

kes him refractory. 
v 
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television thing is 
erious. Richard Hooper 
encies that if tney don’t 

and start finding out 


really | 
| Ad-libbing 


leo production, there may | 


OC. 


ri 


stry is not 
ed contest of the sreedy 
sh,” 

But if it’s not haphaz- 
_unplanned, the Depart- 
Justice may be interested. 


Copy Cus. 


| Farm Publication Linage 


a haphazard, | 
P | Information for Advertisers 
insists Walter Weiss- | 
| Obituaries 


| 


‘ 


and thorough in the company’s 
entire history. The sales program | 
carries the definite promise of a 


new low-price car bearing the 
Ford insignia. 
How far the company will be 


able to go in adding the new low- | 


price model to the line, in view 
of WPB action suspending recon- 
version activities until the war is 
well over, remains to be seen. It 


can be said, however, that enough | 


planning and designing had been 
done on the new model, before the 
WPB order, to assure its produc- 


tion and marketing as soon as 
government restrictions are re- 
laxed., 


Outlined by Davis 


The advertising program, as ex- 
plained to the dealer organization 


by the sales and advertising divi- | 


sion, headed by J. R. Davis, 
complete in all details. 


is 


taken by Ford. All major media| 


are to be used. Initial insertions 
are already appearing, tied in with 
(Continued on Page 60) 


‘In Washington’... 


doubts advertising’s re-| 


See 
Other fea- 


ception postwar. 
Page 24. 


tures: 


Canadian Linage 5| 
Chain Store Sales 


Editorials . 


35 
38 


Feature Page 
Getting Personal . 


Magazine Linage . 
él 
Photographic Review 

Postwar Planning . 

Rough Proofs ! 
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It will be | 
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one of the most costly ever under- | York, takes over both accounts from Young & Rubicam. 
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ment C. Moore Christmas story is told 
12 Marshall Field & Co. State St. win- 
thousands of 1944 holiday shoppers. 


Yule Sere Comes 
to Life Again in 
Field's Windows 


Chicago, Dec. 14.—‘’Twas 
night before Christmas—”’ 

And all through the house of 
Marshall Field & Co. this week 
trooped Yuletide shoppers, many 
of them drawn to its portals by 
the pictorial story—in the store’s 
12 giant State St. windows—of the 
famed Christmas poem by Clement 
C. Moore, “A Visit from St. Nich- 
olas.” 

Christmas windows of Field’s, of 


the 


| course, are an old story to Chicago 


visitors and regular customers. To 
executives of the huge department 
store, they represent an important 


| part of its year-long selling effort. 


Window and store displays are a 
vital unit in the Field merchandis- 
ing plans, and are budgeted ac- 
cordingly, with some of the most 
able display talent in America 
planning and directing this activity. 

The current holiday windows, 
which tell in successive steps the 
world-famous Christmas tale, are 
colorful, correct in detail, and ani- 
mated wherever possible—includ- 
ing the winter wind which ruffles 

(Continued on Page 57) 


Dailies Form ’ 
Heinz Postwar Sales Plan 


Backbone’ of 


Budget Bureau s 
Action| Endangg 
1945 Studies a 


N25 


Washington, Dec. 14. 


may this week that whi SS 
was emascilating the ‘“bobtail’ 
business reports scheduled for 
1945, the Buregu of the Budget had 
knifed aiaiste a full-dress Cen- 
'sus of Business and Census of 
Manufactures in 1946. 

Based on the theory that full re- 
| ports would not be necessary once 
lthe ‘“bobtail” census had _ been 
|taken, the Budget Bureau action 
‘can still be reconsidered, but only 
a short time remains before Presi- 
dent Roosevelt must submit his es- 
timates to the Congress which as- 
sembles Jan. 3. 

Budget officials had apparently 
been confident that the special cen- 
sus studies which the President 
had ordered to assist government 
and business during the reconver- 
sion period, would be readily ac- 
cepted by Congress. 


House Starts Revolt 


Instead a revolt started in the 
House, and the entire program, in- 
cluding funds for completion of the 
Census of Agriculture already un- 
der way, was tossed out. The 
Senate appropriations 
later voted only to restore $5,000,- 
000 to complete the Census of 
Agriculture for which $7,200,000 
had already been spent. 

The plan which the Budget Bu- 
reau had submitted to 
called for a 
tures, sample Census of Business, 
sample Census of Population, con- 
sumer income savings and expen- 
ditures studies, and labor force re- 

(Continued on Page 58) 


Last Minute News Flashes 


both subsidiaries of Bristol-Myers 
advertising Jan. 1, date on which 


Rubberset, Peterman to Boost Advertising 


New York, Dec. 15.—Rubberset Company and William Peterman, Inc., | 


Company, are planning to increase 
Doherty, Clifford & Shenfield, New 
Twenty- 


eight-line ads for Peterman’s insecticides will be expanded from 90 


to 154 newspapers throughout the country, running on a five times 


weekly basis. 


Newly appointed advertising manager of Rubberset is 
Elon R. Brown, formerly of Interchemical Corporation. 


Newspapers Get Chelsea Cigaret Copy 


Richmond, Va., Dec. 15.—Larus & Bro. Company is running its first 


newspaper advertising this year 
ads in 56 papers. 


New York, is the agency. 


| ers as specialists. 
| mail and dealer aids. 


| hollow-ware. 


for Chelsea cigarets, 


Warwick & Legler, 


12| Meck ‘45 Series to Play Up Radio Dealer 
| Chicago, Dec. 15.—John Meck Industries, 
48| full line of radios postwar, this week launched a series of two-color 
12 | pages in Liberty, to continue through 1945, featuring local radio deal- 
5 The drive also calls for business paper space, direct 
Fensholt Company is the agency. 


which plans to market a 


12 . . . . 

4¢6| National Silver Appoints McCann-Erickson 

New York, Dec. 15.—National Silver Company, heretofore handled 
| direct, has named McCann-Erickson as its agency. 
| making extensive plans for postw 


The company is 
ar promotion of sterling, plate and 


| nounced 


committee | 


Congress | 
Census of Manufac- | 


using 80-line 
Captioned “From Now On” and picturing a newly- 
| married couple, the copy supplements Chelsea ads in Life, and Larus’ | 
| Blue Network series starring Guy Lombardo. 


Will Spend More 
Than $1,000,000 in 
| Newspapers Next Year 


Pittsburgh, Dec. 14.—H. J. Heinz 
Company will make its advertising 
In newspapers “the backbone of its 


s3twar selling campaign,” and its 
anded program for 1945 will 


be made more flexible to give the 


— QCfnsus|75 branch managers more “say” 
Bureau officials heard t * dis-| as to products promoted and media 


used in their areas, H. J. Heinz jc a 
president, has announced. 

The company is expected to 
spend more than $1,000,000 for 
newspaper advertising in 1945, if 
space is available, compared with 
about $300,000 spent in nearly 500 
dailies this year. ‘ 

The decision to run a localized 
newspaper campaign on a nation- 
| wide basis is based on findings by 
| Heinz and its agency, Maxon, Inc., 
obtained from comprehensive sur- 
veys made prior to Pearl Harbor, 
which showed that national adver- 
tisers greatly underrated the pull- 
ing power of newspaper space. 
The company in May, 1941, an- 
its intention to increase 
| its newspaper advertising substan- 
tially, but the onset of the war 
postponed the change. 


To Start in February 


Heinz will launch a new news- 
| Paper campaign in February. 
| Products to be promoted, sched- 
jules and themes have not been 
announced. The company will dis- 
continue sponsorship of “Informa- 
tion Please” (AA, Nov. 27) in 
February, on which it has spent 
$1,200,000 annually for the past 
two years. A “Baby Institute” 
program for Heinz baby foods ran 
only 13 weeks this year on the 
Blue Network, and a spot cam- 
paign on 50 stations has been dis- 
continued. The company has no 
radio plans for the moment. 


The enlarged newspaper cam- 
|paign, however, will not affect 
Heinz advertising in magazines 
and outdoor posters, for which it 
is said to spend, respectively, 
about $1,500,000 and more than 
$1,000,000 annually. The com- 
pany’s total annual budget this 


/year was about $4,000,000. 

The Heinz newspaper ads will 
all be run in series of at least 
13 weeks. No one product will be 
advertised for less than 13 weeks 
and no ad will appear less than 
once a week. 


Use of Dailies Drops 


Pointing out that 
and 1938, inclusive, money spent 
annually by national advertisers 
for newspaper advertising dropped 
from $260,000,000 to $148,000,000, 
Mr. Heinz accredited the decrease 


between 1929 


principally to the fact that, as 
markets shrank in the depression 
period, national advertisers were 
| forced to cut the size and fre- 
quency of their newspaper sched- 
ules to a point of complete in- 
effectiveness. 

They resorted, he said, to pre- 
mium advertising in other media 
to secure immediate and tangible 
public reaction. Newspaper sched- 
ules drifted from bad to worse 
with the natural result that adver- 
tisers began to use radio exten- 
sively, “lost perspective and sim- 
ply forgot how to use newspaper 
space,” he said. 

The survey showed that na- 
| tional advertisers curtailed their 


newspaper advertising from 338,- 
000,000 lines in 1929 to 188,000,000 
|} lines in 1938, a decrease of about 
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44%. Heinz and Maxon, Inc., 
were not satisfied, however, that | 
there had been any loss of the| 
effectiveness of daily newspapers | 
as a national advertising medium. | 


Circulations Increase 


Their own studies then showed | 
that U. S. and Canadian newspa- 
per circulation increased from 
more than 41,000,000 to more than | 
43,000,000 (on weekdays) for the 
same 10-year period, indicating | 
that the newspapers were actually 
in a position to present the adver- 
tising message to more people ‘“‘for 
every one of the declining years.” 

The American public, it was 


found, spent $416,000,000 for 
newspapers in the last peacetime 
year, showing that it still had 


faith in the medium and an ever 
increasing desire to buy and read 
papers. 

At that point in their prewar 
research, Heinz and Maxon de- 
cided to see what could be done 
with newspaper advertising by a 
national advertiser provided that 


star-studded appeal only on the 


ee eww fee 


“6. He can merchandise the ad- 


basis of 13 weeks’ continuity or| vertising at point of sale.” 


more, offered more than did news- 


papers for the money needed to/| dium, 


reach the public. 


As part of its study of the me- 
the Heinz company ran 
13-week newspaper tests in cities 


He said the amount of money | jn the 1,000,000 and more, 100,000- 
required to bring a good radio} 599,900 and 25,000-100,000 popula- 


show into a principal city over a 
major network for half an hour a 


| week for 13 weeks would buy 


from 40,000 to 60,000 lines of ad- 


| vertising in the largest circulation 


newspaper in the same city. 
Cites Advantages 


Advantages of newspapers for 
the national advertiser of con- 
sumer goods, Mr. Heinz said, are: 

“1. He can reach all kinds of 
people in selected markets. 

“2. He can concentrate on best 
markets, taking full advantage of 
any changing economic conditions 
and seasonal changes—even down 
to a specific day” and can accom- 
modate his advertising and prod- 
uct to regional or local prefer- 
ences. 


“3. He can ‘tie in’ with the 


he gave the medium the same con- | news. 3 
tinuity that radio insisted on. The # ®@@§H¢Z#n employ 4 local touch. 


point was, Mr. Heinz said, whether | 


ieee naming local outlets, he 


or not radio stations, which offered \pengegEp gicaler support. 


tion groups. Each paper scheduled 
arranged with 


per advertising was also based, it 


| was said, on the fact that each 


independent re-| 


search organizations to check con- | 


sumer reactions before and after 
these 13-week tests. It was found 
that on the whole “consumer 
awareness” of the products pro- 
moted increased 19.7% and con- 
sumer buying of these products 
rose 33.7% in this period. 

In the past, it was explained, 
Heinz national advertising has 
been concentrated largely on 
catsup, soups, baked beans, vine- 
gar and spaghetti. Most of the 
more than 100 products among the 
so-called ‘57 varieties’ have re- 
ceived little or no advertising. 
The localized 1945 campaign is ex- 
pected to give these more play. A 
merchandising manager will be 
assigned to each of the company’s 
eight national sales districts to 
provide increased sales promotion 
and service to dealers. 

The decision to localize newspa- 


| Heinz branch manager best knows 


food merchandising conditions in 
his own territory. For example, 
because of a natural population 
appetite, one northern city uses a 
great deal more mustard per cap- 
ita than any other city in the coun- 
try. On the other hand, a test 
newspaper advertising campaign 
in a southern city created an un- 
precedented demand for mustard 
in a territory where there had 
been almost no previous demand 
for the product. 

Although about 45% of the 
company’s tonnage volume now 
goes to the armed forces and 
Lend-Lease, and 26 products are 
made exclusively for the armed 
forces, production of foods for 
civilians in November was the 
largest for any month in its 75 
years. In addition to its own prod- 
ucts, Heinz is now national dis- 
tributor for Sun-Maid raisins, Van 
Houten’s cocoa, Lake Shore honey 
and Swerl cleaning compound. 
(Swerl’s entire output currently is 
taken by the Navy.) 

Heinz plans further decentrali- 
zation of production as well as 


To help yo sell the 
Latin American Construction Field 


UGE construction programs go for- 
ward in Latin America—buildings, 
sewers, waterworks, bridges, roads, dams, 
foundations, earthwork, flood control, pub- 
lic works, shipbuilding, irrigation, canals, 


railroads. 


Ingenieria Internacional Construccion has 
been circulating on a paid subscription basis 
throughout this field for the past quarter 


century and has developed widespread con- 


fidence among those who do 
specifying down there. 


To sell the Latin American construction 
field, 152 manufacturers are now advertising 
in Ingenieria Internacional Construccion. 
Meanwhile our Trade Counsellor staff is 


helping them line up sales 


etc. 


If you are interested in selling this field, and 
to give you an up-to-date picture of Latin 


American activity, ask for your free copies 


of these booklets— 


1—Expanding Latin American Construc- 
tion and Industrial Programs. 


2—Building Latin American Highways. 


3—Building Construction in Latin Amer- 


ica. 
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(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
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INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


FARMACEUTICO 


pupesTaia cansTRocciOn 
published month!y in Span published monthly in Span published monthly in Eng published monthly in Span- published monthly in Span- 
ish. cireulates to the Latin ish, circulates to the Latin lish and circulating on a lish and circulating on a ish and circulating on a 
American industrial and en American construction and paid subscription basis to paid subscription basis to Pe pity . 
gineering, governmental and engineering governmental the automotive trade and the automotive trade and paid subscription basis to 
importing paid subscriber and importing paid sub transport field in Asia, transport field in Latin the drug trade and health 
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GREATEST IMPROVEM 
IN EVAPORATED MIL 
_” 1M OVER A DECADE 


NESTLE 


POmocEnizED 
CVAPORATED 


ame Base 


INTRODUCTION — Nestle Milk Prod 
ucts’ new homogenized evaporated milf 
is being promoted in copy like this 
which is appearing, in about 250 news, 
papers (AA, Nov. 27). Leon Living, 
ston Advertising Agency, San Francisco, 

is the agency. 


promotion. Already operating 
dozen plants in this country an 
Canada, and others in Englan 
Australia and Tasmania, the com 
pany intends to build eight mop 
in this country. One will be on 
110-acre site at Tracy, Cal. 


NABET Hits Right} 
of Petrillo-AFM 
in Net Disc Defy 


Washington, Dec. 14. — The Na 
tional Association of Broadcas 
Engineers and Technicians tigi 
NBC and the Blue Network today 
that it would not yield its rightt 
negotiate new contracts for ree 
ord turners; despite the threats o 
music czar James C. Petrillo t 
call wildcat strikes in defiance 
a National Labor Relations Boar 
ruling. 

Although the NLRB had fow 
that the NABET is the authoriz 
bargaining unit for record turne 
employed by Blue and NBC, Mr 
Petrillo had threatened strikes 
musicians employed by the tw 
networks. 

In a statement, A. T. Powele) 
president of NABET said: “It 
time for the networks to decid 
whether they should be dominaié 
by Petrillo or conduct a busines 
free from hold-ups. 

“Should NABET capitulate, ¥ 
would, in effect, be  penalizill 
every radio station in the count 
In fact we would be crucifyin 
some small stations who Pia 
records all day.” 


Drew to Hillman’s 


Leonard Drew, formerly of De 
Publications, New York, and pr 
viously head of the trade relation 
section of the OPA food rationin 
division, has joined the New Yo! 
advertising sales staff of Hillma 0 
Women’s Group. 


Now Is The Time To Put Pressure On . 
Home Front Campaign. Put A War Mes 
Into Every Piece Of Printed Matter. 


-~ 


SAUGERTIES, N. 
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harles W. Brooke, Vice President, Brooke, 
Smith, French & Dorrance, Inc., New York 
and Detroit Advertising Agency, tells how 
ihe institutional Market will lead the post- 
#i; building program. A 
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‘.. . the Institutional field leads 


ll others in the backlog of 


Onstruction projects” 


A ‘ng Equipment Dept. of C. Releases New C 
‘Tee tee Repeal! Insulation Standards 


ontainer Re-Use In-Plant Feeding Cuts 
Help Is Asked 


MAGAZINE ape 


J | 
A DVERTISING A GENCY 
LOOKS AT HUGE EXPANSION 


PLANS OF THE POST-WAR 
Institutional MARKET 


"Hotels, hospitals, schools, colleges, 
restaurants and other institutions compris- 
ing the institutional market will be the first 
in the construction field to get under way 
when large scale building and remodeling 
is resumed. 

"This is because over 50°, of these in- 
stitutions now have plans prepared and 
appropriations set aside for this work. 
Work will begin as soon as permitted. 
Actually, a surprising volume of rehabili- 
tation work already is going on through 
special authorizations of the W.P.B. 

"An indication of the size of the post- 
war institutional field is found in recent 
reports of impartial surveys which show 
that institutional construction will exceed 
residential building by seven times. The 
institutional market has been estimated 
as totaling 9.25 billion dollars. Of this 
total amount the figure for institutional 
construction alone, not including furnish- 
ing or operating equipment, exceeds 3.7 
billion dollars. 

"The possibilities in the institutional 
market are both a challenge and an op- 
portunity to all manufacturers who have 
products and equipment applicable to 
this field." 

The above statement by Charles W. 
Brooke, Vice-President, Brooke, Smith, 


French & Dorrance, Inc., New York and 
Detroit Advertising Agency, indicate the 
importance of the _ institutional field. 
This concentrated buying power for mass 
feeding and mass housing operations is 
recognized by advertising agencies 
throughout the country who specialize in 
studying trends and in discovering ex- 
panding markets for their manufacturer 


clients. 
x kk & 


INSTITUTIONS Magazine is the only 
publication through which your advertis- 
ing messages can reach the entire Institu- 
tional Market and all its related divisions. 
It is the only publication which gives full 
coverage of the buying factors in hotels, 
hospitals, restaurants, schools, colleges, 
industrial cafeterias, railway systems, 
steamship lines, government, public and 
other types of institutions. Your mes- 
sages in the columns of INSTITUTIONS 
Magazine will gain the kind of acceptance 
you must have to share in the huge Institu- 
tional market. 


For Details Write to 


INSTITUTIONS MAGAZINE 
1900 Prairie Avenue, Chicago 16, Illinois 


or 


Consult Your ADVERTISING AGENCY 


35 Cents 


on yy OE els 


Each month INSTITUTIONS Magazine reaches the follow- 


ing big consumers which make up the Institutional market: 


Worker Accidents e HOTELS e INDUSTRIAL CAFETERIAS 
e HOSPITALS e COLLEGES 
e SCHOOLS e RAILWAY SYSTEMS 


e RESTAURANTS 
e PUBLIC INSTITUTIONS PUBLIC BUILDINGS 
e YMCA’s and YWCA’s 


and... 


e STEAMSHIP LINES 


e OTHER INSTITUTIONS 


. for the duration of the war—in addition to its 


regular circuiation, INSTITUTIONS Magazine is being sent 
to buyers and specifiers of mass housing and mass feeding 


products for those directly engaged in the war effort. 


F POSTWAR BUILDING LEAD 


Equipment Production CONTINUING SURVEY 
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Norden Bombsight |: 


Assembly Details 
Shown by Victor 


'of the plane, 


| gyroscope, 
Chicago, Dec. 12.—More than 50 | described as the 


duction of the finest watches. It 
s composed of two units — the 
“relatively simple” stabilizer of 
900 parts which controls the flight 
and the “sight” 
proper consisting of the telescope, 
and the ‘computer,’ 
“brains” of the 


press representatives made a tour; bombsight. 
of inspection here today of Victor | 
Adding Machine Company’s plant | oxygen connecters and automatic 
to observe production of the fa-| fire control cut-off devices for the 


mous Norden Bombsight used in| air forces. 


high-altitude precision bombing. 
The inspection, 
the Army air forces, 


authorized by! machines, 
was the first| expect that war production work 


The company also produces 


It has been able re- 
cently to turn out a few adding 
but company officials 


to be made at the Victor plant} will for a long time to come pre- 
since it obtained a prime contract| vent manufacture of many adding 
early in 1942 to produce the bomb- | machines, 


sight for the Army. It is the only 
company that makes 


unit for the Army. 


| 


the entire | 


Will Add Products 
E. C. Herbert, advertising man- 


Those making the tour found | ager, said that Victor’s experience 


that Victor had quadrupled 
floor 
and installed hundreds of thou-| 
sans of dollars of balancing, meas- | 
uring and other machines 
handle the order. 
cials explained that, though they | 
have achieved assembly-line pro- 
duction, 


its| in making extremely precise parts 
space, doubled its personnel, | would probably 


result in some 
changes in its output after the 


war. Whereas the company for- 


to | merly produced one of the cheaper 
Company offi- | types of adding machine, 


the bombsight requires | lating machines, and the like after 


it will 
probably make more expensive 
adding machines. intricate calcu- 


more than 40 times the precision} the war. 


in work than is required in pro- 


For the past year and a half 


| tribute them to top executives in| have already 


Advertising Age, December 


Victor has confined its advertising | 
to institutional insertions in For- 
tune 


Agencies Ready 


Right Answer” features the ads, 


and the bi-monthly insertions * Presentations 


Fortune also emphasize Victor’s | 
cooperation with various sub- <con- | Washington, Dec. 14.— Spirited 
The ads ice | comics "i among advertising 


tracting companies. 
placed through the Chicago office| agencies to handle promotion of 


of Erwin, Wasey & Co., which|surplus capital goods which the 
handles the account. RFC is selling was evidenced to- 
Mr. Herbert said he has just! day, when an official reported that 


received delivery of 10,000 copies| 12 agencies have already accepted 
of a 24-page three-color brochure | an invitation to make presenta- 
designed for Victor by Don May,| tions on the account. 

formerly with Esquire. They will! wuring the two weeks that have 
be placed in the hands of Victor’s|elapsed since invitations were 
700 dealers, who will in turn dis-| mailed to 38 agencies, Officials 
seen presentations 
various industries. Besides poini-| from six, while appointments have 
ing out Victor’s war work, the | been requested from six others. 
brochure illustrates a new _ 14-| Of those invited, 15 have indicated 
pound, portable adding machine] that they do not intend to partici- 
which, it says, will be produced as| pate in the business. 

soon as reconversion occurs. 

After the war, Mr. Herbert said, | 38 Agencies Asked 
Victor’s ads will run principally | In mailing out its invitations, | 
in general magazines of large cir- | RFC selected 30 agencies on the 
culation and will be built around] basis of size, and eight others 
cartoons. He said he has also be- | which had previously evidenced 
gun preparations to issue books] interest in the account. Other 
and other material as offers to} agencies which were not officially 
purchasers. caliea in may participate by con- 


One of the most important uses of paper at war is for wrappings to carry holiday gifts 
to our fighting men and women. To all these, wherever they may be, we extend our 
thanks for their battle to preserve our way of life. 


And so to all of you, everywhere, we say... . 


Merry Christmas and A Happy New Year 


oliday Gift 


BUILD MORALE 


CHICAGO . 


D ris war of machines is also a paper war. For without millions of 
paper containers the overwhelming rush of supplies and ammunition to our far flung 
battle lines would soon cease. These containers and the vast production of many vital 
munitions depends upon an uninterrupted supply of salvaged paper. 


For the past year ARVEY CORPORATION has devoted its space in many publications 
to exhorting advertisers, their advertising agencies, their printers and lithographers to 
drag out obsolete advertising material and put it to work to win the war. 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


DETROIT ° 


‘ 


JERSEYI\CITY 


theme MSStill Working. with tne Surplus Goods Ad 


8, 19 


tacting W. C. Costello, spr cia) , 
sistant to the RFC board of dirad 
tors here. "] 
The invitation gave no ide, 
the size of the account, but poin 
out that the successful ago,, 
should be equipped to serve « 
31 RFC field office in all part, 
the country. Although RIC }» 
dles chiefly industrial anc capi 
goods, such as machinery pja, 
and raw materials, official. exp, 
that complicated public » eat 
problems connected with the « 
of billions of dollars wo 
goods will require specia! att 
tion from advertising people. — 
With the interviewing of pry 
pective agencies continuing, pF 
announced that Lt. Col. Joseph J 
Woodlock, formerly a sales exe¢ 
tive with Crucible Steel and BI 
Goodrich, would serve as “ 
manager” for RFC disposal! acti 
ties. Until recently he has sery 
|}as executive assistant to Surph 
| Rroperty Administrator W. ] 
Clayton. He now moves over { 
/RFC as assistant to Sam H., Hy 
bands, RFC Director. 


Buys Sontag Chain 


United Drug Company, Bostof 
has announced its purchase 
|Sontag Chain Stores Compan 
Los Angeles, operator of 48 dr 
stores in California, pending ap 
proval of the sale by Sontag shard 
holders. Albin Jacobson, forme 
executive vice-president of So 
tag, will remain as operating hea 
of the chain. 


Louisville Club Elects 


Lawrence G. Dahl, advertisin 
manager of the Louisville Gas § 
Electric Company, has been electe 
president of the Advertising Clu 
of Louisville. Also elected were 
John Bauscher, Ist vice-presiden 
| Margueritte Wright, 2nd _ vice 
president; Henry C. Colgan, sec 
| retary, and Ralph Watters, treas 
| urer. 
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It is a tradition that advertising does better 
when dealers are given advance notice. There 
is probably some truth in the tradition. 

So many national advertisers overwhelm 
retailers, from big department store executives 
right down to the smallest storekeeper, with a 
barrage of mail pieces . . . most of which he 
hasn’t time to read, and much of which insults 
his intelligence as well as his arithmetic. 


Tae prevailing theme song, year in and 
year out, urges him to “tie in”. . . with any- 
thing from one minute spots on small stations 
to media combinations calculated to coerce 
all kinds of consumers. 

Oversold by experts for years, all retailers 
with enough stuff upstairs to stay in business 
through three fiscal years . . . are uniformly 


callous towards these ‘‘calls for cooperation.”’ 


OPTIONAL: Atlanta Journal 


One of the most satisfactory features of 
comics section advertising is that you can skip 
all the advance efforts to the trade. 

The dealer doesn’t need fake telegrams or 
large dumb portfolios to apprise him of your 
advertising. He is a consumer himself every 
Sunday 
(Three out of four adults are.) 


and acustomer of the comics section. 


He knows that every financially able family 
within his delivery orbit gets a Sunday paper; 
and that most people read Sunday comics... 
At some time or other in his career, he has 
felt the impact of comics section advertising 
—in box tops, premium offers, the strong and 
sudden demands on the part of women and 
children for strange or sleeping products. 


Axp when a dealer sees your advertising 
in a Metropolitan Group comics section, he 


Buffalo Courier-Express ¢ Cincinnati Enquirer 


Columbus Dispatch 
New Orleans Times-Picayune-States « Omaha World-Herald ¢ Providence Journal « 


Dealer Influence... influencing 


knows 1) you’re advertising, 2) no fooling! 
The retailer may not know all about the 
forty-three major newspapers that make upthe 
Metropolitan Group...the 15,000,000 total 
circulation, theconcentration in more markets 
than any other major medium, a coverage so 
comprehensive that it takes in half of the 
better homes in the country. All he knows, 
and all he needs to know, is that the majority 
of his customers will see your advertising on 
Sunday; there will be more questions about 
or calls for your product from Monday on. 
This trade influence comes right along 
with the medium—no extra charge. People 
who sell, as well as people who buy, read the 
Sunday comics section; read it regularly, at 
home, on Sunday, every Sunday. All of which 
makes a superlative consumer medium a 
tremendous trade medium, as well! 


\N The first national newspaper network... Va @ t ro 5 oO : it an q; rou ie 


Comics Section Advertising in: Baltimore Sun « Boston Clobe « Chicago Tribune « Cleveland Plain Dealer « Detroit News e New York News 
Philadelphia Inquirer ¢ Pittsburgh Press ¢ St. Louis Globe-Democrat « Washington Star ¢ Des Moines Register « Milwaukee Journal « Minneapolis Tribune 
St. Paul Pioncer Press « ALTERNATES: Boston Herald « Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch ¢ Washington Post 


Dallas News e¢ Houston Chronicle 


Rochester Democrat & Chronicle « San Antonio Express 
Springfield Union & Republican « Syracuse Post-Standard ¢ METRO PACIFIC: FresnoBee ¢ Long Beach Press-Telegram « Los Angeles Times « Oakland Tribune 
Oregon Journal « Sacramento Bee « San Diego Union « San Francisco Chronicle ¢ Seattle Times « Spokane Spokesman-Review « Tacoma News Tribune 


220 I. 42d St., New York 17 * Tribune Tower, Cutcaco 11 * New Center Bldg., DeTrorr 2 * 155 Montgomery St., SAN FRANCISCO 4 
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6 Advertising Age, December | 8. j9, 
TRE = P * 
a ‘ ‘ duced several years ago at the Rep. John Vorys, Ohio Repubii- hd 
=* * Red Cross Law suggestion of the State Depart- | can, charged that the amendments Sterling Elects Sales 200 Dinners Mork 
ie | ment, which holds that treaty ob-| were designed to insure that the and Advertising Heads 

on Brand Names ligations which this country as-| bill would die on the calendar., f&, T, Gater has been appointed | Co-op Centennia] 

. d A sumed in 1929 require that the mee 3 agp o> gm Illinois Re- advertising manager of Sacting | oe t di C 
; mark be reserved exclusively for| publican, said “it is not quite so| proqucts, Ltd., Windsor, Ont., and 

ae Stymie gain the international relief organiza-| simple” to take the trademark jC. Creighton has been named oa ure in Omi 
sll Washington, Dec. 14. — Legisla-| tion. |away from legitimate users. Mr.|cales manager. They succeed Ray New t 


tion banning use of the Red Cross President Roosevelt only a week | Vorys insisted that with the ex-|]. Sperber, former director of 2,500,000 U. S. families on Dee, 9 
seen brand name and symbol for com-| ago asked immediate action in the| ception of the United States Shoe! caies and advertising who is join- will celebrate the 100th ; 
be mercial purposes reported by the|interest of the war effort. Mr.|Corporation, other commercial] ing the New York office of Vick | 5@7¥ of the founding of the 
i House foreign affairs committee] Roosevelt said that use of the Red| users were cashing in on “their! Chemical Company. A. M. Sum- sumer cooperative mo 


today, seems destined to share the| Cross name and symbol for. com-| alleged vested right to confuse the| mers will direct sales promotion. | FT0™ @ smali group of 28 | 
™ fate of a similar bill which was| mercial purposes may causeenemy| Public and commercialize this a. | which organized the first consume 
snowed under in an adjournment] nations to withhold immunity)|sacred international emblem of i cooperative in Rochdale, Engi, 
emmy rush in 1942. from units aiding our wounded| mercy.” ‘Si ex Names Nordskog the organizat.on now numb 


; S ap 
’ Although passed by the Senate, | soldiers. Silex Company, Hartford, has proximately 100,000,000 people ; 
and strongly supported by Presi-| °The Senate bill provided that Plan Housewares Exhibit appointed re Nordskog com- 39 countries. 

dent Roosevelt, the Red Cross|current users of the mark could| More than 450 manufacturers of | mercial sales manager to supervise | ,, 12& centennial celebration wg 
“a legislation was so thoroughly re-| continue until 1947, and use the| housewares and major appliances | sales of institutional equipment launched in Chicago the secon 
- vised during an eight-month stay|expression “Formerly Red Cross” | will exhibit their products at the| nationally. Mr. Nordskog has rep- | WK in October at the 14th bieg 
| with Rep. Sol Bloom’s group that/ until 195¢. The House version | 1945 sales conferences and exhibit | resented Silex as commercial dis- nial congress of the Cooperatiy 
several members agree that pas-| permits use of Red Cross until| of the housewares and major ap-|trict manager in the New York League of the U. S. A. and 
< sage is now unlikely. 1950, with a three-year transition| pliances group in the Palmer | metropolitan area for the past being followed up throughout th 
country with approximately 9 
dinners, in addition to hundred 
of meetings, parties, and celebrg 
tions which will combine Chrigf 
mas and Rochdale Day varties an 

Freedom Fund rallies, 

In addition to featured artic} 
in the Cooperative Century, coo 
erative rotogravure _ paper, th 
League for the first time this ye 
is entering the comic magazin 
field, with an eight-page sectig 
in ‘the Superman _publicatio 
Comic Cavalcade, which appeare 
on newsstands Dec. 1. This qua 
terly publication reaches abo 
| 450,000 people. Written in th 
comic character style, the featy 
tells the story of consumer coo 
eratives’ “100 years of cooperg 
| tion.” 


The Red Cross bill was intro-} mark until 1953. House, Chicago, Jan. 7-12. |eight years. 


WP anes. 


May Be Continued 

Should this initial appearan 
| in this medium prove successfy 
|reports Wallace Campbell, pul 
licity director for the League, 
| may be followed by similar co-9 
_stories. The League has bought 
| half-million reprints of the featu 
for its own distribution. 

Although it was announced 
the Chicago conference that 2,500 
000 American families are noj 
buying $750,000,000 worth of goo 
|and services through co-ops ea¢ 
year, Mr. Campbell said that th 
| 1944 sales figure would probabl 
show a 10% increase, or approxi 
mately a sale of $750,500,000. 
pointed out that about thre 
fourths of the co-op membershi 
is centered in rurai communitle 
with the remaining one-fourth | 
urban districts. In terms of th 
| national over-all population of th 
U. S.. Mr. Campbell told Apvert! 
| ING AGE, cooperative membershi 
| represented about one out of ever 
| three rural persons, and about 0! 
| out of every 48 individuals in t 
| city. A drive into the cities, theré 
fore, seems in order for the co-0) 
'“second 100 years.” 

At a luncheon meeting of ¥ 
| New York Business Paper Edito! 
| yesterday, Mr. Campbell said (4 
'“if thev didn’t get a new meme 
‘in the next eight years, cooper 
tives still could expand three 
four times by increasing servic 
= present members.” He pre 
dicted that co-op business in! 
| U. S. would amount in 10 to I 
_ years to about 15% of the nal 
total business as compared to th 
'1%% it now comprises. 


‘Places Snow White Cop} 


Tas assuredly is the last Christmas to peace again. Familiar products daily by nearly 4 out of 5 Philadel- |” ‘Yan De Mark Advertising, Gl 


of makeshift toys and substitute gifts. will come first—they will be fol- phia families. |cinnati, has been appointed 
lowed by newly developed com place advertising for Snow Wh 

Many war-vital materials have al- " ~ x a r That one newspaper is The Eve- —— vag wrod Ly chi 

1 iti she i - : : ai ‘ on Snow ite hair beautil 
ready been released for the manu- Ss oe a ee ning Bulletin. Its editorial prestige and six other cosmetics t § 


facture of civilian goods. More and ual—a naiural, step-by-step process; readily gauged by its popular- Negro trade. 


. . of evolution, rather than revolution. —. ; , . 
more will be coming along pres- P ity. It has a circulation exceeding 


Ce ——— 


ently. We are in the beginning of the Leading iadastrice will coutiane 600,000 —the largest evening circu 

© s s *s ‘4 * > 

third stage of the peace-war-peace : ; lation in America. 
to keep their potential customers 


cycle. : i 

; informed of manufacturing progress ‘i 
With this peace are prophesied through their advertising. They will “MEET YOUR CONTRAGIO 

unbelievable accomplishments in an reach large groups of people with — BUILDER CUSTOM 

advanced stage of industrial prog- metropolitan newspapers. And in IN PHILADELPHIA — the se Geccrintive be 

ress. Only it should be remembered Philadelphia, third largest city, NEARLY EVERYBODY 

that it took time to shift from peace they will use one newspaper in par- READS THE BULLETIN 

to war and it will take time to revert ticular, for that newspaper is read Buy more War Stamps from your newspaper boy 
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ae *w photographers have seen as much war as LIFE’s veteran also done such diversified subjects as submarines, sand hogs, and 
~— / eR ag Carl Mydans. transcontinental trucking. 

al After roaming the battlefields of Finland and France for LIFE in Designed for peacetime reporting, LIFE brings to Americans at 
nerd 1939 and ’40, Mydans headed for Singapore. He took pictures in home a vivid pictorial record of this global war. LIFE’s realis- 
bout on the Orient for months, and was finally captured by the Japs tic photo-and-text presentation of subjects of interest, both on the 
“4 oe in Manila. home front and on the fighting fronts, is an important reason why 
e "7 The Mediterranean theater was Mydans’ first war assignment no other magazine in history ever had as many readers every week! 
B ita after his release from 21 months in a Jap prison. He photographed 

pooh the fall of Cassino and the capture of Rome. He was with the French 

cooper troops on the first wave of the invasion of southern France and is 

pos now en route to the Philippines. 

sin t One of the world’s finest war photographers, Carl Mydans has 

pat 

ed to! 
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Works almost exclusively with a miniature camera, Mere children themselves, these two Chinese girls are Not all shooting stopped when the Yanks took Rome. 
greatly advanced its use. Above is a fixed coastal mothers. Mydans shows them in a class to teach the care That historic day, Mydans shot the event from all angles. 
Luzon, a Mydans’ picture which was sent to the of babies. Weighing babies is something new and revolu- This one shows U.S. Army jeeps passing one of the lions 
, States just before Japs captured the Philippines. tionary to the people of the inland town of Lung Chuan I. around obelisk that Augustus brought home from Egypt 
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8 1944 
| 
Small Cig aret M’boy. I’ve solved the cigarette problem! [| [| So, at present, ninety-nine percent of the The O’Molley plan is drastic. Yes. But / 
Fi irms Tel < as rut h’ . The shortage is caused by advertising tobacco grown is utterly wasted! . . . Now, it will double production! And, while 
p || writers! You see, they never write about my plan is to force copywriters to describe we may hear a scream or two from the 
About S h ortage all anything but the FINEST tobaccos. And their clients’ products with more modified direction of the advertising club, I— 
. ate as Sen ‘ . | the superlatives they use can be applied adjectives, thus permitting manufacturers | ¢ 
ew OrkK, ec. — one-time th ye) U 
CéGb-line of was. slnced exelu-| @ fo only about one percent of the crop . . . to use the top TWO -wageodiad e@ crop 
sively in today’s Washington Post | A — 
by the Smaller Tobacco Manufac- | > 
turers to tell “The truth about the| 8 G ft 
cigaret shortage.” Depending upon| y 
the comment received, the group | 
affiliated with the Grocery Manu- 
facturers of America, New York, | 
will run it in 121 newspapers in| — A CROCK ETT 
120 cities. The occasion for the | Copyright 1944 Field Publications JOHN SOn/ 
re wee gerne 5 fog —Reprinted courtesy of newspape PY, 
ditures, formerly the Truman : ; 
committee, now headed by Senator| tory. This year they will turn out) has increased more than 50% since| current shortage were listed the| their excellent quality stocks , 
James Mead. an estimated 329 billion cigarets—/ 1938. This means each person is| manpower shortage affecting the|leaf tobacco. Some of these com 
Combatting the “conflicting and | @S against 190 billion in 1940—an now smoking an average of 680| “non-essential” tobacco industry,| panies have more than double 
confusing rumors and reports,” the | increase of 73% in 4 years. more cigarets per year than he|the crop shortage, export andj|their volume to help meet ty 
committee ses current questions smoked five years ago. lend-lease shipments and black] needs of the American people 
and gives pening peo Seana, Several Reasons Advanced “(b) Military Shipments Over-| market operations. “This shortage is seawine a ; rey , 
the ad asks, “Is there really a “Then why is there a shortage? | S¢48- The OWI reports that mem- Some Double Volum | elation to many smokers who pre 
shortage of cigarets in this coun-| There are several reasons for the| bers of the United States Armed 7 4 Monon —. that bic certait : 
try? Yes — a serious shortage —|shortage—each one an important| Forces abroad now are receiving} The ad continues: “The smaller pg dios yy ap a Ever y 
despite the fact that tobacco com-| contributing factor: about 25% of the country’s cigaret| tobacco manufacturers are helping | °° dis ames <7 ths and womet 
panies are producing more ciga- “(a) Increased Demand. The| output.” out by increasing their production >a Happen of ies one 
rets than ever before in their his-| per capital consumption of cigarets Among other reasons for the|to the limit and by the use of minded and fair in their appraisa 
of smaller volume brands.” 
. No agency has been appointed 
by the Smaller Tobacco Manutfac 
turers, but the ad was placed 
through Warwick, Legler, Ine, 
New York. The original seven ’ 
When peace brings resumption of normal manufacturers forming the or. 
ganization have now _ increased 
trade ... what about Plastics? , to 12. 


COURT UPHOLDS ‘BIG 3’ 
MONOPOLY VERDICT 


Lexington, Ky., Dec. 12.—The 
sixth circuit federal court of ap- 
peals here last week upheld a 
lower court’s order issued in De- 
'cember, 1941, finding that the 
“Big Three” tobacco companies, 
several of their officials, and one 
subsidiary, must pay a total of 
$255,000 in fines for violating the 
Sherman anti-trust act. 

The fines were imposed by Judge 
H. C. Ford of the district court here 
after a six months’ trial ended 
|with a jury conviction of Amer- 
|ican Tobacco Company and its sub- 
|sidiary, American Supplies, In 
|Liggett & Myers Tobacco Con- 
pany, R. J. Reynolds Tobac 
|Company, and 13 officials of thos 

. . SEP companies (AA, Nov. 3, 1941) 
Devoted exclusively to the materials and | Bae jee domi that bach of th 
|17 defendants was guilty of con- 
|spiracy to restrain trade, conspl- 
acy to monopolize, and monopol- 
|izing the tobacco trade in violat 
lof the act. Judge Ford fined ea 
|defendant $15,000. 
| In a 39-page opinion written 
|by Circuit Judge T. F. McAlliste! 
ithe appeals court held that ev! 
dence brought out in the case ane 
\law precedents supported the Jurys 


For the factual answers, refer to the 
November issue of Modern Plastics 
magazine ...the news is good! 


Over the editorial title, ‘Industrial 
Expansion”, Modern Plastics presents’ 
therein the findings of its own recently 


conducted survey in the industry _ 
itself and among the end users of the 


Recommended 
for Review 


industry’s products. 


machines used in compression, transfer’ 
and injection molding, high-pressure 
laminating and extrusion, the report 
deals with: 


.Reprints : 


Present capacities 


... Growth within the last year er 
Read ...New production methods employed Six New Stations 
: in Bl twork 
y . .. New equipment ordered, but not yet to Join B nue Botw Sineceli 
installed man of the Blue Network, has 


. A nounced that six stations will Jo 
ei . .. Monthly consumption of materials ‘the Blue June 15, 1945, bringing 
ii . . the network’s total affiliates to |y» 
: Projected plant expansions | Three are owned by Cowle 


P casting Company, including 
. .. Postwar plans of materials producers WNAX, Sioux City, Ia, and Ya 
i ‘ton, S. D.; KRNT, Des Moines, 2% 
and machinery manufacturers | Wckae Boston, 
| | Others are WFTL, Miam po 
| ° by George A. Storer; WPD, 4 
7 If you haven’t the November issue at hand | sonville, operated by. Jacksonvill 
: ° * Broadcastin Compa an 
... the facts are now available in reprint WLAW, peti | eteee. y ail 
° . | by Hildreth & Rogers Compan) 
ihe form. A letterhead request will bring WNAX. KRNT see LAW i 
< currently CBS affiliates @ 


you a copy—or copies—as many as you -WPDQ and WFTL are Mutual $4 


tions. WCOP is independen' 


ra may require. 


ODERN 
LASTICS 


is first in ARCHITECT « 
first in DESIGNER-DRA 
circulation; first in PROFE 
ARCHITECTURAL circula 
in TOTAL PROFESSIONAL oc" 
tion. (Get new book “10 FACT> ?) 


Moral for you: 
Reach the largest professional auc ~* 


Pencil Points | 


The Magazine of Progressive Architecture 
330 West 42nd Street, New York 18 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


@ 


PUBLISHED BY MODERN PLASTICS, INC. 
122 EAST 42nd STREET, NEW YORK I7, N. Y. 
Chicago * Washington * Cleveland «+ Los Angeles 


MAGAZIN 


. the only ABC plastics paper 

.. the authority on the subject 
. the established institution in its field 
. one of America’s great industrial publications! 
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like these are as familiar to young Americans as the faces of friends and 
families. More than 24,000,000 boys and girls between 8 and 20 years old 
regularly meet these familiar trademarks and their favorite comics char- 
acters in the pages of the National Comics Group. 


These advertisers are impressing their trade names and their sales-stories 
on 8 out of 10 of the 8 to 20-year-olds ... plus millions more of the “young 
in heart’’ over 20... 


The National Comics Group 


ACTION COMICS BATMAN FUNNY STUFF STAR SPANGLED 
ADVENTURE COMICS BOY COMMANDOS GREEN LANTERN COMICS 

ALL AMERICAN COMICS BUZZY LEADING COMICS SUPERMAN 

ALL FLASH COMIC CAVALCADE MORE FUN COMICS WONDER WOMAN 
ALL FUNNY COMICS DETECTIVE COMICS MUTT AND JEFF WORLD'S FINEST 
ALL STAR COMICS FLASH COMICS SENSATION COMICS COMICS 


Represented Nationally By 
RICHARD A. FELDON @ CO., 420 Lexington Avenue, New York City 
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“MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— 


the sensafional descriptive booklet of 
the Building Market. Contains informa- 
tion impartially presented that's easily 
‘understood about the building thet all 
‘the tatking is about. 


Sead for a copy of this beoklet, just 
off the press, of ask your adverfising 
agency about it. 


*” es ; 
' ~ Ves dla 

2 Be 
PRACTICAL BUILDER 


Chicago 5 


59 East Van Buren 


Independents fo 
Handle Monitor 
Appliance Line 


Agency to Be Named 
Soon to Conduct 
National Ad Drive 


New York, Dec. 14.—Distribu- 
tor-directors of the new Monitor 
Equipment Corporation (AA, Oct. 
9), meeting here recently, decided 
to sell the Monitor line of 20 to 30 
mechanical and metal appliances 
exclusively through independent 


retailers; set in motion plans for a 
national campaign to start next 
spring or summer as appliance 
production is resumed, and sought 
to fill seven primary gaps in the 
nationwide group of 60 independ- 
ent distributors. 

An advertising agency will be 
chosen soon from several now 
being considered. T. K. Quinn, 
organizer of Monitor, and former 
executive of General Electric Com- 
pany and Maxon, Inc., announced 
his resignation as director-general 
of the WPB’s war production 
drive, and was elected president 
of the corporation. Louis I. Falzer, 
Mr. Quinn’s assistant at .110 E. 
42nd St., New York, was named 
secretary-treasurer. 

Product proposals from 42 man- 
ufacturers were discussed. While 
many territory applications are on 
hand, ADVERTISING AGE was told, 
the primary areas still to be filled 


Advertising Age, December 1¢ 


are Boston, Cincinnati, Indianapo- 
lis, Kansas City, Rochester, Salt 
Lake City and Butte. Several sec- 
ondary areas also are still open. 


List Is Incomplete 


Although the complete list of 
present members was not an- 
nounced, distributor-directors’ who 
participated in this first formal 
meeting of the group buying and 
selling plan under the Monitor 
trade name included L. H. Ben- 
nett, San Francisco; H. G. Bogart, 
Toledo; Rex Cole, New York; W. J. 
Heggie of S. S. Fretz Company, 
Philadelphia; R. L. Hughes, James 
& Co., St. Louis; Phil H. Harrison, 
Newark; B. F. Keith of Oklahoma; 
George Patterson, St. Petersburg, 
Fla.; G. C. Wasson, Beckett Elec- 
tric Company, Dallas, and Col. 
W. S. Westover and Oliver Wolf, 
of New York. 

The directors approved as first 


The idea under this hat 


choice rew distributor - men} 


Hamlin & Mason, Inc., B» ffaj, 
Associated Wholesale Electric 
Company, Los Angeles; |, w 
Kirby Sales & Service Compan, 
Columbia, S. C.; Birch & ogel, 
Inc., Ashland, Ky.; Dauphin fje,. 
tric Supplies Company, H iris. 
burg, Pa.; Korsmeyer Company 
Lincoln, Neb.; Sterling Prodyc 
Company, Minneapolis; Eoff flee. 
tric Company, Portland, Ore: Ro}. 
son Electric Company, Sioux Fa)j; 
S. D.; J. A. Walsh, Inc., Houston: 
Southern Equipment Company 
San Antonio; Bauman Flect; 
Company, El Paso; Electro-p|iang 
Distributors, Inc., Milwaukee. 
When contracts are signed theg 
distributors become joint member. 
owners and directors of the trade 
name Monitor, the organizatioy 
purchasing power (with wh: olesale 
volume estimated at $100,000,099 
annually), advertising, service, ete 
Distributor - members will have 
their exclusive territories in per. 
petuity. Contracts can be ¢ap. 


celled only for cause by m: 


‘jority 


vote of all member-directors. 


Arthur Tongue Joins 
Industrial Chemicals 
Arthur E. Tongue, who ha 


S been 


in charge of advertising and sales 
promotion for 


Sar Dc 
for the 


the Chr 


ysler 
’Tra- 


tion, Detroit. 


past 


eight years, has 
been appointed 
manager of 
anti-freeze sales 


for U. S. Indus- 
trial Chemicals, 
New York 
Mr. Tongue 
will be in 
Arthur E. Tongue anes ct te 
sale of the company’s Super-Pyro 
anti-freeze, as well as other auto- 


motive products. 


To Weiss & Geller 

Sheeler Shipbuilding Co 
tion, 
Weiss & Geller, New York, 
agency. 


rpora- 


New York, has appointed 


as Ils 


CANADA'S 


“DIVIDE AND CONQUER’’—split ’em up into 


small groups and lick ’em one at a time— 
That was the idea under this hat. 


The idea that began this war, that nearly 
won it—something for ten million 
American fighting men to think about 


when all this is over. 


It is one of the best ideas in the world— 
for making the strong weak and the right 
impotent. A very old idea. 


"Way back in the days when this war’s 


warriors were too short-legged to see the 
victory parades from the back row, over 
200 veterans’ organizations were being 
sponsored. Over two hundred. It is relatively 
unimportant that so few of them survived. 


The important thing is this: wide-open 
eyes saw the warning—‘“‘Split into small 
groups...licked one at a time?’ It 

didn’t happen. 


Now you are ten million men—you of this 
war. You have a great voice and mighty 
strength. And because you are strong, forces 


will work to divide you. Not the honest 
forces of different viewpoints and opinions. 
But the insidious forces—the forces of 
fear and selfishness and exploitation. 


We of wars that are past may not say how 


you shall stand. We may say only— 


stand together. And for the way of life which 


you and we have fought to preserve. 


“Split ’em up into small groups and lick ’em 
one at a time—divide and conquer”’ 


That old idea will still be under a lot of hats. 


The American Legion Magazine speaks stoutly for all 
America’s fighting men—but stoutest for all America. 
Legion-sponsored are some 200 broad, national 
programs for the building of wiser minds, clearer 
visions, stronger bodies, sturdier Americanism. 


NATIONAL 
MAGAZINE 


UMAN interest is one 

of the first principles 
of good publishing prac- 
tice. Combined with time- 
liness, it produces the 
solid emotional and inte!- 
lectual impact you'll fin 
in every issue of Maclean 
Maclean’s human-intere: 
pen-portraits of the peop!: 
behind the news—its clea 
interpretive articles © 
Canadian and world-wid 
affairs, are constant topic 
of thoughtful discussio: 
And because these article 
have universal appea! 
among men and wome 
in every walk of life 
Maclean’s has the larges 
circulation and the larges 
advertising volume of an: 
Canadian magazine. 


481 University Avenue. Te 


New York Chicago Montreal London 
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| ONTRARY to what too many of us think, the tug of war 
iI has not radically changed the proportionate purchasing 


power of our three economic classes. Today, the big guy 
on the left, your middle-class American, pulls 50 per cent 
és more buying weight than all the rest of our people put 
: together. According to the latest available figures, these 
middle millions are still your best prospects, making 60 
per cent of the nation’s purchases, after savings and taxes. 
“W ell-balanced reading ... I’m 
. interested in it all, equally.”* 
These are the people for whom we publish ws 
The American Magazine ... the ambitious, 


=a... = 
=~ € 


aspirational, acquisitive middle millions whose desires, 


diagnosed in our continuing studies of reader reaction, find 
unique editorial prescription in the balance we have long 
maintained between authoritative articles and fine fiction. 
“I get more really worthwhile in- 
formation from The American.”* 
America’s middle millions are your best customers. Your 
best customers read The American Magazine. Therefore, 
your happy medium to America’s middle 
millions is The American Magazine. 


“by *Quotations from our continuing studies of 


reader reaction and letters to our editor. 


250 PARK AVENUE, NEW YORK 17, N. Y. 
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Christmas, 1944 


Americans, sitting at home and 
enjoying the comforts and satis- 
factions of being with their fam- 
ilies and friends during this holi- 
day season, will feel a deep sense 
of responsibility to the millions 
of absent sons, brothers and hus- 
bands in training camps in this 
country and at battle fronts all 
over the world. They will realize 
that their responsibility to these 
fighting men is to “back the at- 
tack” still more with all that they 
have personally and can direct 
through their business activities. 

Those of us who are in advertis- 
ing and marketing will remember 
that in the more than three years 
that the United States has been 
officially at war, advertising has 
given a good account of itself in 
helping to strengthen the war ef- 
fort on the home front. But there 
will also be the realization that still 
more remains to be done, and that 
still more must be done, not only 
in helping to sell more war bonds 
and keep them sold, but in main- 
taining war production, recruiting 
more nurses for the Army and 
performing all of the other serv- 
ices which are provided through 
advertising and promotional facili- 
ties and can be provided in no 
other way. 

This is going to be a long, hard 
war. We have already been in it 
more than three years, and our 
allies have been fighting for more 
than five years. Perhaps there 
was some let-down a few months 


How Do You Like Your Job? 


Pressing needs of manpower for 
important work in advertising, 
media sales and allied activities 
are reflected in the numerous 
“Help Wanted” advertisements 
appearing in ADVERTISING AGE and 
elsewhere, signed by advertisers, 
agencies and publishers. Good 
men are at a premium, and hence 


it is not astonishing to find many | 


who have been happy and success- 
ful in their present jobs wonder- 
ing if this isn’t the time to make 
a move. 


No one would be inclined to 
discourage ambition nor the legit- 
imate desire for self-improve- 
ment. Few employers, with due 
respect to wartime regulations, 
would stand in the way of ad- 
vancement for any member of 


their organizations. 
suggested that 


tion whose objective is to 


only 


Yet it may be 
a change of posi- 


~ 


ago when a speedy victory ap- 
peared to be in sight. Now that 
the grim facts about the length 
of the war and its mounting cost 
in American lives and in billions 
of dollars are becoming clearer, 
we shall get our second wind and 
buckle down anew to the task of 
fighting the war just as hard here 
at home as our boys are fighting 
it on land and sea and in the air. 

We understand the psychology 
which has suggested soft-pedaling 
further discussions and prepara- 
tions for peace, but we believe 
that part of our efforts to back 
the men who are bringing the day 
of victory steadily nearer is to 
make sure we are ready for their 
return. Reconversion may be de- 
layed, but plans for reconversion 
should be accelerated. Nothing 
that can be done to insure the 
future of those men in peacetime 
pursuits should be left undone, 
and nothing that advertising and 
marketing can do to assure a pros- 
perous America, based on maxi- 
mum business activity and maxi- 
mum personal opportunity, should 
be too long postponed. 

While we are enjoying Christ- 
mas with the knowledge that this 
is the greatest country in the 
world and we are the most for- 
tunate people on earth, we may 
also breathe a prayer that another 
Yuletide season may see the real- 
ization of the ideal it symbolizes, 
of peace on earth and good will 
to all men. 


make an immediate improvement 
in income may be unwise. Happi- 
ness and satisfaction in the job 
are the principal requirements for 
personal success in any real sense, 
and usually also on the purely 
material side of business success. 

We recently talked to an adver- 
tising agency man who is seri- 
ously considering going into a 
field where selling will be the 
principal requirement. After dis- 


cussion it was agreed that his 
future success and happiness will 
depend on doing the job he is best 
suited for. So he will take a pro-| 
fessional aptitude test, and see 
whether he would really fit a | 
selling job. 

After all, there’s no one more | 
unhappy than the man who is try- 
ing to do something for which he 
is definitely temperamentally un-| 
suited 


Advertising Age, December 18 


“The refrigerator people used to make tanks!" 


—This Week Magazine. 


Turning Tables 

“Col.” Jack Dobson, advertising 
manager of Borden’s Farm Prod- 
ucts division, gave about 50 ad 
managers and salesmen of news- 
papers, magazines and other media 
their annual rest and refreshment 
—at his expense—at the Wool 
Club in New York on Dec. 5. The 
rest of the year Jack Dobson raises 
merry hell with them in the best 
“buyer” tradition. At this Christ- 
mas party the tables are turned, 
and Jack is lucky to emerge only 
with pie in the eye and rum (not 
bay rum) on his head. His cur- 
rent invitation stipulated that “if 
your paper hasn’t at least 10,000 
circulation, ignore this.’’ Also, “the 
luncheon is free except for a de- 
mand for preferred position above 
the fold on page 3 for the run-of- 
paper rate.” 


Innovation No. 2 

We present this week the Los 
Angeles Brush Mfg. Corporation’s 
second great contribution to the 
postwar well-being of a world in 
agony. Readers may remember 


that this company’s initial contri- 
bution was a “tooth brush with 
teeth,” released to a startled but 
nevertheless grateful world some 
months ago. Now the fertile brains 
of the company’s product develop- 
ment department (with some slight 
assistance from a wacky publicity 
director) have turned out a new 
thriller — the two-step 
Here’s the story, as we got it: 
“For the first time in a century 


|Mayer on NBC every Saturday 
| afternoon. 


| low 


broom. | 


a revolutionary new idea has been | 


introduced into the design of 
brooms. This new broom is de- 
signed with fibers of two different 


|lengths to save time in sweeping 


and is called the “Two- 
Step” broom because it sweeps 
two steps at a time. It is ac- 
claimed by all who have tried it 
as a sweeping success. It is made 
with either a long or short handle 
—for people who like to back 


stairs 


ments President Frank Tuch- 
scherer. ‘We used to sell about 
one broom a week. Now our sales 
have doubled.’ ” 


Topsy Turvy 

With unconscious humor, the 
Cincinnati Enquirer chose Dec. 7 
as the day to make the most sig- 
nificant comment of the year on 


MORE WAR BONDS MAY 1} 
[smet,| THE CINCINN/ 


WEATIER creer er ane SHOUT Comer det Rate Ant Mtemmee Toe 


vot. cw ko. 362—DALY Se THURSDAY MORN 


Americans Gain In All Sectors 
As Leyte Fighting Increases 


FOE'S ROUTE WAR THREE YEARS AFTER PEARL HARBOR 
of Shpply Is Cut 


Through Ormec Ray By, | 
U.S. Nawy, Air Lavits, 


fap Tank attack Repuieed | 
—Enemy Bomber Is Shot 


SPeNETIE NEE ess Come Bas Nama With Bato 
the state of the world after three 
years of global war. As you will 
note from the accompanying re- 
production, “War Three Years 
After Pearl Harbor” has the world 
standing on its head, completely 
out of whack. 


Jottings 

ADVERTISING AGE’S Philadelphia 
correspondent is overcome with 
two advertisements of used car 
dealers which he discovered in the 
local prints recently — actually 
side by side. One says, “Honestly, 
we can’t give you ten cents more 
for your car than any other 
dealer,” and the other declaims: 
“Let us face the true facts frankly 
—no dealer can pay you 50 cents 
more than any other dealer for 
your car.” . 

Ben Grauer has one of the most 
unusual contracts in radio as com- 
mentator for the football roundup 
sponsored by Metro - Goldwyn - 


He is supposed to fol- 
Bill Stern’s football broad- 
cast, which ends anywhere be- 
tween 5 and 5:30 p. m. Grauer is 
supposed to have a 15-minute spot, 


but if Stern gets off late, he can go | 
on any time up to 5:25 and cut)! 
his talk to five minutes. If Stern | 


goes past 5:30 and cuts into John | 
D. Vandercook’s time more than} 


‘five minutes, then Vandercook is | 


down while they sweep, the short | 


handle is recommended. 


“‘This is the most popular 


broom we have had in years,’ com- 


| Sheboygan, Wis., which printed a 
special Christmas edition for every | 


cancelled and Grauer goes in in- 
stead. If, however, Vandercook 
goes on, Grauer cancels out com- 
pletely. Get it? .. 

The week’s example of fore- 
sight is provided by the Press of 


one of the 7,000 Sheboygan County | 
men and women in the armed 
services, and had copies in the) 
mail before Oct. 15... 
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The following documents may 
be secured without charge frop 
companies sponsoring them, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2444. Rate Book and Market. 
ing Guide. 

The Minnesota Editoria] Ags 
sociation has issued this rate ang 
market data book, which provides 
complete information on 4 j 
weekly and 24 daily newspaper 
of the state as an aid to space byy. 
ers who want to use the one order 
one payment-check plan. A map 
in the center spread of the booklet 
indicates the newspapers’ loca. 
tions, and pages following tabulate 
market data by counties. 


No. 2445. Counter Attack. 


In this brochure, the Phil 
delphia Record stalks the ghost of 
Prohibition with some figures op 
the extent of the Dry forces’ gains 
a plea for presentation of facts, 
and a list of Record editorials 
1932-1944, which have carried on 
the fight for legal liquor. Figures 
from a Pennsylvania Liquor Con- 
trol Board analysis show a ‘4 
census estimate, sales and per cap- 
ita consumption for the five met- 
ropolitan Philadelphia counties, 


No. 2446. The Western Canada 
Rural Market. 


The Country Guide, Winnipeg, 
has issued this new study of the 
western Canadian rural market 
which contains population break- 
downs, figures on number and siz 
of farms, data on farm machinery 
farm home equipment, housing 
and many other details. Guide 
coverage of the market, and 2 
reader-interest analysis are i 
cluded. 


No. 2447. Postwar Dayton Will Be 
Bigger and Busier. 

The strong postwar position of 
Dayton, O., is the subject of this 
booklet, which contains reprints of 
a series of eight advertisements 
which have been published in ad- 
vertising and publishing busines 
papers. The series, placed by the 
Dayton Journal-Herald, points ot 
Dayton’s industries and _ produtt 
made by them, the area’s farm i 
come, and expansion plans whidl 
already have been blueprinted. 


No. 2388. Is This Strictly a Pre 
vate Fight ... or Can We Gél 
In? 


The New York Post has issuee 
this broadside containing ‘igué 
on advertising linage in New You 
newspapers, showing the score- 
gains and losses—in various la 
sifications, 1934-1943, and inclut 
ing the first four months of 194 
The Post good-humoredly 8 
itself into the six-day vs. seve 
day-figure controversy, anc PI 
vides a scoreboard showing 4 * 
year trend of New York caillé 
linage, six days vs six days. 


No. 2419. Milwaukee, a Prigi 
Spot. 

The Milwaukee Journal hos © 
sued this folder reprintins # 
analysis of the city’s po twa 
prospects as summed up ir ™ 


September issue of “Business © 


ditions.” Marginal notes rep: °s& 


the Journal’s own comments 


No. 2411. WKY Market Fac 
Maps of morning, afternoon 4™ 
evening coverage of Station \) 
Oklahoma City, illustrate th 
folder’s material, which in 
population, 1943 retail sale 
four store groups, 
buying income. 
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If a radio program merely entertains, that’s no news. Enter- 
taining is a program’s first duty. But This 7s My Story not 


only entertains but offers genuine help for its listeners. 
Phila- _——- oo gy ities 

nost of Ji ae Another Columbia-Pacific zdea, produced in collaboration 

res on 

gains, 
facts, 

tori ls, -2 fie ms i" oe a . . . . . 

eS eae a i, stories sent in by the radio audience (for prizes of War 

“igures 4 E igi we. aug ec si gia ee é ° . . . 

- Con. fll : ala acl lll Fs, Bonds) .. . stories of strange events in the romantic and do- 
a "4 i puss 2 ee th a | i P ° e ‘ 
or cap- ae ? mestic lives of real people. Then guest judges—experts in 
ic. 7 o ——— ee human relations—give advice that listeners may apply 


~ 


Canada 


with an alert West Coast agency, the program dramatizes true 


toward greater happiness in their own lives. 

ae ee | | | -= 4 The result is a program realistic and colorful as life 
narket i ae ae —— : , 

eS 8 : . itself. And another result (one which makes the sponsor 
i i me ae eae. beam) is that thousands of women won’t budge from their 
Guide 
and 2 
re ine 


homes when it’s time for This is My Story. The show enjoys 
a 21.4% share of the entire Pacific Coast audience (Hooper 


ES ee a ne ee ~ te a Pacific report, August, 1944). 


le ll a as is tory has everything it takes to sustain deep 
tien since ; Th My Story | tl t takes t t leey 
of hi i _ ee ms. bh E 

—| a | 2 ee’ listener interest, program after program, week after week. 
one ia . 

in ad- 
usiness : ‘ 
ll ae , coil eh the basic human qualities that attract, entertain, and SELL. 
due: ee ee — Lapel d 


Like all Columbia-Pacific productions, it’s endowed with 


vm it {a ee eR coe ae — —— This is My Story is not available. But that’s no reason why 4 
hwhid a ee - oe a . @ 


ved i 3 Me — .— “ae your sales story should remain untold to millions of Colum- 


a Pfr 


al bia-Pacific listeners. Other zdeas for equally effective dramatic 
e Ge 


programs, newscasts, quizzes and variety shows await your 
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figures 
V York ; 
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— -— ye . me stil = ae Ideas are our business. Ask us or Radio Sales for some of them. 
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call, ready to be translated over night into hard-selling shows. 
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A DIVISION OF THE 
COLUMBIA BROADCASTING 
SYSTEM 

Palace Hotel, San Francisco 5 
Columbia Square, Los Angeles 28 
Represented by Radio Sales, 

the SPOT Broadcasting Division 
of CBS 
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OPA Denies Price 
Increase for New 
Electrolux Units 


Washington, Dec. 12.—OPA to- 
day denied the Electrolux Cor- 
poration a price increase over pre- 
war ceilings for new machines 
which it is currently building at 
a temporary site in Manhattan 
under the WPB “spot authoriza- 
tion” plan. 

In denying the firm’s applica- 
tion, OPA said the effect of 
changes in material prices and 
wage rates over prewar factory 
costs “did not appear to be so sub- 
stantial as to require an increase 
in established ceiling prices” at 
this time. The announcement in- 
dicated that when other vacuum 
cleaner makers return to civilian 


| production, an industry-wide study 
|of cost and earnings experience 
will be made, but not until “pro- 
duction of vacuum cleaners is re- 
sumed generally.” 

_Electrolux is the first firm in the 
field to produce appliances for 
home use. Though its home plant 
at Old Greenwich, Conn., is 100% 
in war work, it was granted per- 
mission to assemble machines in 
the New York area. 

OPA said that it had had num- 
erous inquiries from individuals 
who had been approached by Elec- 
trolux salesmen, offering a con- 
tract which, with OPA permission, 
would have permitted the firm to 
charge substantially more than the 
prewar price. The_ preferential 
postwar cleaner contracts pro- 
vided, however, that the holder 
was to get a model XXX cleaner 
with a nine-piece attachment set 
for the ceiling price, which with 


today’s action, remains at $69.75. 
OPA also said purchasers are 
not required to buy additional at- 
tachments, nor need they pay for 
any of the nine regular attach- 
ments which are not delivered. 


Walsh Elects Akins 


W. George Akins, has’ been 
elected president of Walsh Adver- 
tising Company, Windsor and To- 
ronto. Thomas E. Walsh was ap- 
pointed chairman of the board. 


To U.S. Advertising 


Robert F. Smith, formerly Chi- 
cago representative of Ladies’ 
Home Journal, has joined United 
States Advertising Company, Chi- 
cago, as head of the postwar new 
business department and contact 
man on a division of the Wilson 
& Co., Chicago, account. 


Advertising Age, December 18, igq, 


ABC Again Tables 
Magazine Print 
Order Proposal 


Chicago, Dec. 12.— With little 
likelihood that it will evoke ‘fur- 
ther action in the future, the pro- 
posal that magazines include print 
orders on regular ABC statements 
and audit reports, was _ tabled 
again last week at the December 
director’s meeting of the Audit 
Bureau of Circulations. The de- 
cision followed a report from the 
directors’ committee assigned to 
study the subject based on infor- 
mation obtained from advertisers 
and agencies. It was agreed that 
such information would serve no 
useful purpose, and no action was 
taken by the board. 

Not a new proposal, and always 


DOUGLAS LEIGH POSTER ADVERTISING 


630 FIFTH AVENUE * NEW YORK 20, NEW YORK 


tabled in the past, the plan meet, 
the favor of some agencies an: aq. 
vertisers as an additional s ling 
point for the magazine ace 
buyer. The publishers, how. ve; 
excepting Macfadden Publica: oy; 
believe it gives too much op. 
sideration to newsstand ret irns 
This, they claim, is beyond th» aq. 
vertiser’s realm since rates are 
based on the publication’s ne’ paiq 
circulation. 

Other objections include a cop. 
tention that print order ficure 
might easily be misinterpretec. A, 
an example, a heavy return cused 
by a seasonal slump or poor digs. 
tribution might appear to meap § 
disinterested readers. Also. the 
distribution appeals of varioys 


magazines differ, some selling 
strongly at newsstands, others 
poorly. The Macfadden Publica. 


tions argue that the plan would 
reveal the true standing of maga- 
zines and would conserve paper, 


Henry Ford II and 


Borden to Address NAEFA 


Henry Ford II and Prof. Neil 4. 
Borden of the Graduate School of 
Business Administration, Harvard 
University, will be luncheon 
speakers, respectively, on Jan. 15 
and 16 at the winter conference of 
Newspaper Advertising Executives 
Association at the Edgewater 
Beach Hotel, Chicago. 

Robert K. Drew, Milwaukee 
Journal, is program chairman and 
L. E. Heindel, Madison, Wis, 
Newspapers, chairman of the ex- 
hibits committee, which will show 
linage-building ideas and postwar 
operating plans submitted by 
members. 


Two Name Kalom 

Pioneer-Atlas Liquor Company, 
Chicago distributor for PM whisky, 
and Westminster Life Insurance 
Company, Chicago, have appointed 
Kalom Company, Chicago, to place 
advertising. Pioneer-Atlas plans 
to use outdoor, car cards, news- 
papers and trade publications, fo 
both PM and Schenley Reserve 
while Westminster will use direct 
mail, 


EVERY WEEKDAY 
IN THE YEAR 


271,715 
MICHIGAN AND 
INDIANA 


families eagerly await the 
arrival of their LEAGUE Of 
HOME DAILIES newspaper. 


The 26 newspaper members 
of the 


MICHIGAN LEAGUE 
of 


HOME DAILIES 


and the 26 newspaper ‘mem 
bers of the 


_ INDIANA LEAGUE 
| of 
_ HOME DAILIE: 


‘cover your PROFIT M RK- 
ETS in both states at ree 
sonable advertising co 's— 
only $5,745.00 for a | 00 
line schedule in every p pe 


For information phone or « ‘ 


~ SCHEERER & C 
35 E. cg pg 7 
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Effective January 1, 1945, as 
announced in leading advertis- 
ing publications, the 24 issues of 
AERO DIGEST in 1945 will be 
specifically directed to the two 
major aeronautical markets. 
The 12 first-of-the-month issues 
will be devoted to MANUFAC - 
TURING — the 12 fifteenth-of- 
the- month issues will cover 
OPERATIONS. 


The Manufacturing Edition 


Coverage of every phase of the 
design and manufacture of aircraft 
and component parts — power 
plants, landing gear, tanks, fuel sys- 
tems, accessories, etc. Substantial 
increase in the emphasis on ‘‘Port- 
folio of Design’”’ section. Details of 
flight control, lighting and heating 
systems, airport construction, test- 
ing and training equipment, aero- 
dynamics, ‘‘enginology,’’ the devel- 
opment of instruments, accessories, 
materials and processes. All regular 
department features such as, ‘“‘Aero 
Equipment Digest’’ and ‘‘Trade 
Literature”’ sections, ‘‘Trend of In- 
vention,”’ ‘‘War-Time Production 
Short Cuts,” and ‘‘News of the In- 
dustry,’’ will be retained in both the 
first and fifteenth issues. 


The Operations Edition 


Will blanket the operational field 
with particular emphasis on air- 
craft, sales engineering, airport and 
airline problems, the marketing and 
servicing of aviation products, 
‘‘comfortization’’ of passenger 
planes, engine overhaul and repair, 
freight handling and space alloca- 
tion, hangar shop practices, manu- 
facturers sales ahd distribution 


AERO DIGEST 
VWew 1945 


EDITORIAL 


PROGRAM 


Vitally Tmportant to AAU Rey MWen 
Tuterested In Selling “Then Products 
fo the poerenautical Tudustry 


plans, merchandising methods, 
parts storage, inventories, etc. 


Editorial State 


Under the over-all direction of 
Frank A. Tichenor, publisher and 
editor, and Carl F. Elliott, manag- 
ing editor, an independent staff of 
editorial experts will be responsible 
for each edition. Because of the im- 
portance of the program, other 
experts have been added to the 
editorial staff, namely: 


Hoyt S. Griffith—Massachusetts 
Institute of Technology. Pilot. 
Served as inspector of Naval air- 
craft at Grumman Aircraft until his 
connection with AERO DIGEST. 
Author of many technical articles 
on aviation subjects. 


Augustin D. Dilworth — George- 
town University. Fifteen years in 
aviation. Licensed CAA airplane 
and engine mechanic since 1930. 
Instructor and holder of six certif- 
icates of competency, AAF Tech- 
nical Training Command, Roose- 
velt Field. Instructor in airplane 
engines and accessories, War Indus- 
tries Training Program. Licensed 
ground school instructor and pilot. 


Ira F. Angstadt — Formerly Tren- 
ton Division of Eastern Aircraft, 
teaching aviation courses: mechan- 
ics, inspection and hydraulics. CAA 
accredited ground school instructor ; 
also instructor in the aircraft, en- 
gine and hydraulics departments of 
Atlantic Aviation Institute. Holds 
master mechanics certificates. 


Ensign Lawrence Le Kashman 
— Flight radio officer. Navigational 
expert 


Universal 

E. litenial ® 6 

In its twenty-three years of pub- 
lishing, AERO DIGEST has been 
accorded world-wide recognition for 
the authoritativeness of its cover- 
age of the aeronautical industry. The 
world’s leading Aeronautical Society 
— whose membership is composed 
of top-bracket executives in the en- 


gineering and manufacturing 
branches of the industry — reviews 
the aviation press each month. Ar- 
ticles that meet its standards are 
listed in its official organ. Of articles 
so listed for the first nine months of 
1944, AERO DIGEST is mentioned 
266 times. Of its two nearest con- 
temporaries, the first had 187 men- 
tions and the second, 92. 


Editorial Coverage 


Operating from five staff offices 
throughout the country, our editors 
are in daily touch with new develop- 
ments in every branch of the indus- 
try. No expense nor effort is spared 
for the presentation of material vi- 
tal to manufacturing and operations 
personnel. In addition to the home 
office force and the above staff 
offices, a trained corps of editorial 
experts of international reputation 
is retained for consultation and the 
preparation of all technical material. 


Edttors 


Publisher and Editor 
Frank A. Tichenor 


Managing Editor 
Carl F. Elliott 


Associate Editors 
J. B. Nealey 
Hoyt S. Griffith 


Technical Editors 
Augustin D. Dilworth 
Ira F. Angstadt 


News Editor 
Royal Gurley 


Detroit Editor 
Franklin M. Reck 


Consulting Editors 
Dr. Alexander Klemin 
Albert A. Arnhym 


Consulting Radio Editor 
Lawrence Le Kashman 


Consulting Technical Editors 
Dr. Max M. Munk 
William B. Stout 
Dr. Michael Watter 


Washington Editor 
Richard E. Saunders 


South American Consultant 


Jose Garcia de Souza 


Continued 
Advertising Leadershife 


AERO DIGEST, in 1943, carried 
4,167 pages of advertising. This is 
the largest one-year volume of paid 
advertising ever published in the 
aeronautical industry. In the first 
eleven months of 1944, AERO 
DIGEST has carried 3,749 pages of 
paid advertising, which is 170 more 
pages than the second magazine. 
The reason for this advertising 
leadership is simply that AERO 
DIGEST serves both its readers 
and its advertisers better. It gives 
both something that other publica- 
tions do not — that something is 
the much overworked claim of ser- 
vice. With AERO DIGEST the 
claim is substantiated by the fact. 


4 New 

Aduertising Opportunity 
Advertisers interested in manu- 
facturing will, through the use of 
our MANUFACTURING EDI- 
TION, have an issue that is chan- 
neled to the market in which they 
seek to sell their products. Their 
sales messages will be supported by 
editorial material of direct interest 
to the buying personnel they want 
to reach. So, the advertising pages 
of this edition will appear alongside 
editorial material of parallel inter- 
est. And, by the same token, those 
companies seeking to develop sales 
in the operational field will have a 
similar opportunity in our OPER- 
ATIONS EDITION. This seg- 
regation of editorial material to the 
two major aeronautical markets 
furnishes further convincing evi- 
dence of AERO DIGEST’S premier 
position in the field. 


Selected Cineulation 


Net paid A.B.C. June 30, 1944, 
44,088. Because circulation efforts 
have been directed to the important 
personnel of the major markets, 
AERO DIGEST enjoys the most 
select reader audience in the aero- 
nautical industry. This applies not 
only to the United States, but to 
other countries. 


For full information on rates and 
other data, address: 


AERO 
DIGEST 


515 MADISON AVENUE 
NEW YORK 22, NEW YORK 


23 Years of 
Leadershife 
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General Mills, 
BBDO to Discuss 
Appliance Plans 


Minneapolis, Dec. 12. — Officials 
of General Mills, it was learned 
today, will meet with representa- 
tives of Batten, Barton, Durstine 
& Osborn next week to discuss 
plans for advertising and market- 
ing the home appliances GM will 


begin making as soon as materials 
become available (AA, Dec. 4). 
R. E. Imhoff, general sales man- 
ager of the GM home appliance 
department, told ADVERTISING AGE 
that it may be decided at the 
meeting whether to start soon on 
the advertising program, despite 
the fact that production facilities 
will not be available for a long 
time. Any pre-conversion adver- 
tising will begin, he said, with 
placements in business papers. 
BBDO handles public relations 


A Nationwide Sur- 
vey of Radice and 
Electronic Teckni- 
dance’ Reading 
Habits sent free en 
request. 


25 WIST @xIk 
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for GM, as well as promotion for 
the new appliances. 

The appliances will be manu- 
factured at the plant formerly 
engaged in making packaging and 
other machinery used in making 
and marketing GM food products. 
It is now 100% engaged in war 
production. 


Plans Are Complete 


Although declining to specify 
what home appliances the com- 
pany will make after the war, Mr. 
Imhoff said today that his depart- 
ment has “completely planned” to 
produce home appliances of an 
electrical nature. At a_ recent 
meeting of the American Market- 
ing Association in Chicago, he 
made it clear that his department 
has about completed plans for 
marketing the proposed new arti- 


cles. 
At that meeting he explained 


Advertising Age, December 1%, | 


that distribution will be through 
established distributor-wholesalers 
and retailers. There will be some 
tie-in with the firm’s “Betty 
Crocker” home economics service, 
he said, but he denied that that 
trade name will be the primary 
identification associated with the 
appliances. ‘ 

He explained that the company 
intends to seek the service of a 
sufficient number of wholesalers to 
insure that all retailers in various 
trade areas have access to GM 
appliances and are urged to handle 
them. The average distributor, he 
pointed out, concentrates on sell- 
ing major appliances to retailers 
having franchises to sell major 
appliances in given territories. 

The distributors consequently do 
not attempt to induce other-than- 
franchise retailers to buy small 
appliances, Mr. Imhoff said. For 
that reason, he added, his depart- 


2 ways to boost your buclg er... 


a ne a ee 


“BECAUSE OF GENERAL 
CONDITIONS AND STUFF, 
PLEASE JACK UP THE ANTE” 


pes 
aM SIS ES Sa 


IT’S A TOUGH JOB to ask for more advertising dough when 
it’s a “hat in hand” affair. But not so tough when you're 
primed with facts! Listen: 


There’s a new crop of buyers spreadeagled across the 
nation. Veteran p.a’s have stepped up to assume new 
responsibilities; their younger assistants have long since 
“gone to war.” And the replacements for these men have 
come from manpower pools generally unfamiliar with 
America’s wide range of products, equipment, machinery 
and services. 


Project this picture straight across the board to include the 
men who specify and use—as well as those who buy—and the 
need for increased educational “‘tell all’’ product advertising 
lights up like a “hit” pin-ball machine. 


But how to know what to ‘tell’? And how much is “all”? 


The answers to these questions can be found. But not 
in dream books ... not in cold questionnaires. 


Many of the answers can come from one source: The 
men you are trying to reach with your advertising. And 
to accurately gauge their needs requires personal contacts. 


a — eR EE RT TR 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, New York 


| “FIELD CALLS MADE ON OUR 
PROSPECTS AND CUSTOMERS 
SHOW A NEED FOR THIS 
INFORMATION WHICH...” 


re oe ee ees 


Even a few field calls you can make yourself will determine 
the right approach and provide you with a fund of informa- 
tion concerning current and war’s end problems facing 
your customers and prospects. You'll find that they expect 
you to do something about them and will tell you what 
they think might help. 


When you know what the specific problems of your customers 
are, and how you can answer them in your advertising—you 
can ask for an OK on that budget without a quiver in your 
voice...because you know you will be able to produce the kind 
of advertising that will be read...you know it will pay out! 


We've got plenty of case-study material that may be 
of help to you... a check-list of points that simplify the 
approach and improve the results of field work . . . plus 
booklets like “Intensive Advertising”, “How I Hamstrung 
My Advertising Agency” and others that may be of help. 


Why not drop us a line, or stop in if you’re in town. 
We'll be glad to be of assistance . . . because when your 


advertising is more productive everybody profits! 


DON'T ForGer 


to A. 8. P. Hee 


dquarters. 


ment will deal through «eye, 
distributors in each trade a eq, 
that at least one distributcr y) 
call regularly on all retdil stop, 
in the area. : 

Mr. Imhoff said the néw itep, 
will be marketed as /“Cenery 
Mills Appliances” and not unge 
trade names comparable tc Gy 
“Wheaties,” “Betty Crocke:” 2), 
other titles. The decision to my. 
ket the appliances under tle fir, 
name was reached largely, hie sai 
because an institutional or gener 
company advertising progiam j 
relatively the newest part of ti 
GM advertising plan. Half a mj, 
lion dollars has been spent to py. 
mote the GM name in recey 
years, he added. 


ONE-CENT SOUP 


OFFER PULLS WELL 

Minneapolis, Dec. 12.—Begi). 
ning Feb. 1, 1945, General \jj; 
will run a special one-cent intn. 
ductory offer of its Betty Crock 
vegetable noodle soup ingredien; 
in 500 te 700-line newspaper 3. 
vertisements in the Carolinas, Al. 
bama, Florida, Georgia and Missi: 
sippi. - 

Similar one-cent GM soup my 
offers have featured newspap: 
ads in other regions in the coy. 
try, and the drive in the Sout 
east will complete the nation 
campaign. In other sections whey 
the ads have run, the offer hy 
proved very satisfactory in intr. 
ducing the soup mix to consumer 
according to James McHugh of ti 
GM advertising staff. 

He said 1,000-line advertix. 
ments had been planned for ty 
campaign originally, but spay 
restrictions prevented the use ¢ 
ads running more than 700 lin 
He said the company met difficuly 
in procuring ingredients for t 
soup mix, but that handicap ha 
not been sufficient to preclui 
marketing plans. 


To Hirshon-Gartield 


years in charge of public relatioy 
and radio for the Army Sign 
Corps in New England, has bea 
appointed radio director of Hx 
shon-Garfield, Inc., New Yot 
His assistant will be his wi 
Betty Manning, former radio % 
rector for the Army ist Servi 
Commend. 


Reliance Names Helm 


Edward E. Helm, since 1928 ¢ 
trict sales manager in Philadel; 
for Reliance Electric & Engine 
ing Company, Cleveland, has bet 
appointed general sales manage! 
He will be succeeded at Phil 
delphia by Kenneth S. Lord, { 
merly director of materials 4 
cation in Reliance’s purchasing ¢ 
es | 


Roth Appoints Simon 


Roth Fabrics Corporation, 
York, copverter of rayon fab! 
for manufacturers and retail s% 
has appointed Douglas D. Sim 
Advertising, New York, to han 
forthcoming advertising in tra 
and consumer fashion magaz 
and pattern books. 
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The Register is rated 
7H. test market in je | 
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@ minimum cost you " 
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hey used to call him “The Weasel.”’ The cops had their of The Chicago Federated Advertising Club do. 
om, tves on him—“never come to any good,” they said. But 
ail Sa 
>. Sof he-Off-The-Street-Club felt different. “Give the kid a 


0 


ge later they'll give America a break. That’s why, once a 
raseommpreak,” it said—‘He’ll be all right.” Today his country 


Yes sir—we believe that if you “give the kids a break,” 


year around Christmas time, we throw a big get-together 


think . And so did the three-star General whose 
ee ee eee oe luncheon for ‘“The-Off-The-Street-Club’’—and this year is 


tyes were misty, as he pinned the Distinguished Service 


Tt no exception. Date: December 21st! Place: Grand Ball- oe 
4 = s on the wake ene, room, Sherman Hotel! Time: 12:15 sharp! Price: $4.40 » 
Graduates of Chicago’s famous “Off-The-Street-Club” per plate. The big part of what you pay for your eats and I 8 
AVE Bc writing a glorious chapter of history in their own entertainment goes to the kids. Tables for 10, if you order _ 
ed Mplood, on land, sea and in the air, this very hour. quickly. Send your order and check to The Chicago : 


gle 7 Don't you think the prayerful efforts of the “Off-The- Federated Advertising Club, Hotel Sherman, Chicago— 
‘Pet ect-Club” have paid big dividends? The members TODAY! You'll feel like a heel, if you don’t show up. 


The Chicago Federated Advertising Club 


S SPACE DONATED BY COLLINS, MILLER & HUTCHINGS, PHOTO ENGRAVERS + 207 NORTH MICHIGAN AVE. + CHICAGO 
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Brand Foundation, 
Starting 2d Year, 
Expands Program — 


New York, Dec. seen! 
Names Research Foundation, until | 


; sell Jr., president of John B. Stet- 
i'son Company. Stetson stressed 
|the importance of brand names in 
|a recent magazine ad. The Borden 
| Company soon will have Elsie tell- 
ing Elmer all about them, and 
other national advertisers and their 


|agencies are being asked to do 


their part. 
The foundation began last Janu- 


/ary “to educate 137,000,000 people 


on the basic idea behind all trade- 
marked products,” it was explain- 
ed. “Today, more manufacturers 


as such, in their own advertising.” 
A clipsheet, “Of Time and 
Names,” is now being sent regu- 
larly to 550 newspaper editors who 
have requested it. More than 100 
business paper editors request and 
use this material, as do many edi- 
tors of house organs. A weekly 
feature, “Sam Brand Says—,” is 
being offered to 500 newspapers. 
The weekly “Billy Brand” car- 
toon series, first published in the 
Hartford Courant last July, now 
appears — despite the paper 


now composed of about 40 apparel | and retail stores from coast to|shortage—in 180 daily and weekly 
manufacturers, and operating on | coast are featuring brand names,| newspapers. Starting with Febru- 


an annual budget of less than 
$100,000, is starting its second year | 
by expanding research and pub- | 
licity efforts and by inviting other 
national advertisers and depart- 
ment stores, as well as advertising 
media, to participate. 

Chairman of BNRF is G. L. Rus- 


COLUMBIA 
NETWORK 


BROA DCASTING 
CORPORATION. 
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ary issues, this series will be 
adapted to the 11 monthlies and 
10 quarterlies which make up Na- 
tional Comics Group. 

Paul Block & Associates is rec- 
ommending to the newspapers 
which it represents that they tie 
up with the BNRF program. 

Some 510 radio stations, or about 
60% of the nation’s total, now re- 
quest and use “Brand Names 
Radio Flashes” each week. In 
many large cities, several stations 
use them regularly—eight in New 
York, for example, and six in Chi- 
cago. Seven exclusive and one 


non-exclusive flash are 
weekly. 


Sued 


Stores Also Use Flashe; 


Recently, special radio flas 
brand names were offered 
tailers, with blanks for ins 
names of brands and of 
Now, 75 department stores p 
them. In this group are ( 
nor, Moffatt, San Fra: 
Daniels & Fisher, Denver: 


Fair, Chicago; John Gerber «| 


pany, Memphis; Gimbel Br: 
Philadelphia and Pittsburgh 
Biche’s, Inc., New Orleans; 
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Appraise Southern 
Industrial Opportunity 


From all sides comes records of Southern progress in business and industry, progress before the 
war, during the war and predicted for post-war. These four statements are all from public ad- 
dresses by these four men — each in widely different fields, but all with an unusual opportunity to 
view the South and Southwest, objectively and impartially. Their opinions bear weight, they are pow- 
erful indications of the market you can expect for your product in the South—now and in the future. 


DONALD NELSON 
Chairman, War Production Board 


“The South is no longer America’s economic prob- 
lem No. 1, but America’s economic opportunity No. 
1. It has always had great material resources and a 
favorable climate. But now it has in addition two 
other resources ... industrial know-how on a large 
scale and substantial accumulations of local capital. 
.. The level of per capita purchasing power is rising 
more rapidly in the South than in any other great 
region and I say flatly that the South cannot be pre- 
vented from moving swiftly into an era of industrial 
and social development that will astound the world.” 


J. A. R. MOSELEY 
Director, Smaller War Plants Corp. 


“The South and Southwest .. 


War Between the States. . . 
brought an influx of machinery into the region . 


and with the machinery has come ‘know how,’ the 
knowledge and ability to operate these machines. 
The ability and intelligence of Southern workers is 
. and the South 
and Southwest has within its confines more than 
50 per cent of the raw materials of the country.” 


above the average of the country. . 


WALTER S. GIFFORD 
President, American Telephone & Telegraph Co. 


. today have the great- 
est opportunity for industrial development since the 
. World War II has 


“The South is the coming section. The rate of 
growth of the telephone business in these states 
is about fifty per cent higher than it is in the 
other sections. That has been true during the war 
and before the war and I have every reason to 
believe it will continue after the war is ended.” 


ee 
i 


CARL B. FRITSCHE 
Vice-President, Reichold Chemicals, Inc. 


“The South supplies annually fifty-one per cent of 
the increase in population in the United States. 
Therefore, the South, as a region possessed of am- 
bitious YOUTH is more pliable to adjusting itself 
. ... to new industries and to new methods... . 
The South has that prime requisite to the industrial 
age—CHEAP POWER. The South is amply sup- 
plied with inorganic and organic RAW MA- 
TERIALS. This combination is unbeatable.” 
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money and genius into trials to 
develop real ‘differentials’ which 
will make his product of particu- 
lar merit and especial desirability 
to some section of the possible con- 
sumer market.” 

BNRF also is launching a re- 
search program on the experiences 
of older manufacturers before and 
after they became brand advertis- 
ers, and on the effects of brand em- 
phasis on newer products—motor 
cars, radios, electric appliances— 
which came into existence in the 
last 25 or 50 years. 


Ad 
Suef ers. Dallas, and Trask, Prescott &|presses the real me, that she is | Advertising Company, now appear | copies of the booklet has been dis- | time puts great investment of time, 

Richardson, Erie, Pa. willing to abide by that expression|such messages as “Brand Names| tributed to 579 schools in 45 states. 
hes ( radio flash, for example, | just as the maker of goods with in-| enable you to pick and choose . . .| Accompanying the booklet is a 

points out, in 54 seconds’ reading|tegrity sticks to the mark by/and then buy the brands that give|25x18% inch color wheel chart. 
ASCs atime, “how a really smart woman | which they are known. you the most for your money.” In/Students are asked to select, list 
1 to re always wears something that dis- “You'll find this same personal|street cars and buses served by]/and assign a color to each of 12 
DSertingM™ ting ishes her, . . Perhaps it’s only | integrity behind all the brands car- | National Transitads, brand name} godd and bad human characteris- 
 StOre i rfume or an odd type of|ried by (Store name), along with|cards are tied up with store dis-|tics, and then to “move the color 
D'esenf jewelry or some color she affects.|the business integrity and trust-| plays. segments around on your own in- 
C Con But she finds something she likes} worthiness for which they are Early in the fall, BNRF issued | dividual color wheel until the re- 
AN CiscofM™ that really suits her and then sticks|noted. And in buying (brandja pupils’ booklet, “Common Sense | sult fairly represents your person- | 
“Cr; Theil to year after year in spite of|name and product) you buy the| Buying Guides: A Study Project) ality.” The booklet explains that 
rr Com4i changing fashions. added prestige that goes with/in Intelligent Selection,” by Mar-| ‘products are combinations too. . . 
srOs., in “This ... Shows that such a/these famous makers’ names.” garet Dana, educator and psychol-| But the good manufacturer who 
gh; La jady has confidence in herself, that In 8,000 New York City subway | ogist, with an accompanying teach-| has been in business a long time 
> Sang che is willing to say—this ex-|cars, through New York Subways/ers’ guide. A _ total of 16,385) or who plans to stay there a long 
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Why Put THE CART BEFORE THE HORSE? 
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TEXTILES 


COTTON, Serving the Textile 
Industries, is national in cover- 
age, read by the mills in every 
state where textile goods are 
manufactured. It has more circu- 
lation in the South, in line with 
the greater textile activity in the 
South. Circulation over 13,500. 


whethen F nemceres 2 reality tase Hem Aamemcs pon the 


sapphes ancl eeprent they gor mene 
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We mast win Gnd! Then we cee ds 2 “on pustwes jab 


jer ae co and do it with @ chee comsecnnes, 


THE (RWIMN AUGER B1T COMPANY Wilmiagtes Obie 


HARDWARE 


SOUTHERN HARDWARE cov- 
ers every factor in the Southern 
hardware trade —hardware and 
farm implement wholesalers and 
dealers. Reaching those respon- 
sible for 90 per cent of Southern 
hardware volume, its 8,000 circula- 
tion in the area is not approached 
by that of any “national” paper. 


ELECTRICAL 


ELECTRICAL SOUTH is the 
South’s own and only electrical 
journal. It reaches both the elec- 
trical men in industry and the 
electrical merchandising men in 
the South and Southwest, 8,000 cir- 
culation to wholesalers, utilities, 
retailers, engineers, contractors. 


AUTOMOTIVE 

SOUTHERN AUTOMOTIVE 
JOURNAL, with 19,500 circula- 
tion, blankets the Southern and 
Southwestern automotive trade: 
distributors, jobbers, dealers, 
garages, large service stations, 
fleets, Army automotive depots. 


POWER and INDUSTRIAL 


he THERN POWER AND INDUSTRY 

complete—and the only complete— 
- age of the nation’s fastest growing 
Power and industrial area. Total circulation 
15,0.0—over twice the paid Southern cir- 
culation of any national book in the field. 


Pree susiiiied, 


ATLANTA 3, GEORGIA 


Among other things, it has 
already been found that brand 
promotion ended a “static econ- 
omy” in the sale of many older 
products by introducing factors of 
quality and service in fields where 
formerly price prevailed. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


Yj 


yy Uy 
Y/ 


7/ 


"550 K.C. 
BUFFALO’S 


BLUE 


NETWORK 


STATION 


9000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


BROA DCASTIN 
“CORPORATION 


RAND BUILDING, BUFFALO, NEW YORK 
National Representative: FREE & PETERS, INC. 
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20 
Appoints McKim 


Canadian Acceptance Corpora-| 


AMI Newspaper 


tion, Toronto, has appointed A. Mc- | Series Reports 


Kim Ltd., direct 


advertising. 


Toronto, to 


its | 


‘Meat Situation 


gock ISLAND-MOLIg 2 


ALLINOIS \, 
THE FARM, MACHINERY 
CAPITAL OF AMERICA 


A MAJOR , MARKET 
Over 100, 000 p Popatetion 


THE ROCK ISLAND AR 


Chicago, Dec. 13.—In graphic, 
| editorial- style advertisements, the 
| American Meat Institute has be- 
December and January 
| Compara to tell consumers what 
‘the meat situation is “this month” 
and why. The 300-line ads will 
| appear in nearly 400 newspapers. 
| AMI used similar newspaper space 
»|in September and October to tell 
f housewives how to make the most 
| of pot roasts and hamburger. 
| Under the headline, “The Meat 
Situation,” datelined December, 
the first ad of the new series de- 
clares: “The meat suopiy for 
civilians has improved § slightly 
this month; but even so, you may 


not always be able to get the 


desire. The reason is: tremendous 
quantities are going, sometimes on 
short notice, to feed our G.I. Joes, 
our G.I. Janes and our 
allies.» Nobody would change that, 
and military demands for meat 
are expected to continue heavy.” 

Asserting that Department of 
Agriculture figures reveal that 
U. S. livestock producers and meat 
packers will have provided the 
all-time world’s record of more 
than 25 billion pounds of meat this 
year, the copy tells that 30% has 
gone to our fighters and allies; that 
the government has set aside 60% 
of the top four grades of beef for 
Army specifications; that the gov- 
ernment takes 80% of lean cuts of 
beef, and from 37 to 78% of many 
popular cuts of pork. 

The ad advises the housewife 
“to learn available cuts which she 


fighting | 


quantity, quality, kind and cut you | 
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may never have tried before, and 
to cooperate with her meat-man 
in using the meats which he has 
from day to day.” The AMI-spon- 
sored Blue Network show, “The 
Life of Riley,” is given mention at 
the bottom of the ads. 

Agency is Leo Burnett Com- 
pany, Chicago. 


. 


Northwest Plans 
Tourist Campaign 


International Evergreen Play- 
grounds Association, comprised of 
the Seattle, Vancouver and Vic- 
toria areas of the Northwest, is 
planning a large scale postwar 
drive in California and eastern 
states to attract tourists to that 
region. 

Western Agency, Seattle, has 
been reappointed as agency by the 
association. 


Mera! let Cll 


WAAT delivers 


more listeners per dollar 

in America’s 4~ Largest Market 

than any other station — 
including 


all 50,000 


watters! 


NEWARK, 
N. J. 


Do you realize this market contains over 3% million people; 


more than these 14 cities combined:— Kansas City, Indianapolis, 


Rochester, Denver, Atlanta, Dal 
Richmond, Hartford, Des Mo 


las, Toledo, Omaha, Syracuse, 
ines, Spokane, Fort Wayne. 


*See Latest Surveys! Check Availabilities! 


National Representatives: Radio Advertising Co. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” — 
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Conover Inspects 
U.S. Air Bases 


New York, Dec. 13.—H a 
Conover, president of the Co 
Mast Corporation, publisher e 
Aviation Maintenance and othellmm— 
industrial journals, has le!t {i 
the South Pacific at the inv tation 
of the U. S. Navy to inspe - 7 
vanced aircraft bases. He wi 
gone for several weeks, 
which he will visit both shore 
stallations and aircraft c 
studying primarily problems 
aircraft maintenance unde: 
bat cenditions. 

Aircraft Maintenance is , 
supplying between 8,000 and 9,000 4 
copies of its monthly journal! to the 
Army and Navy. Regular issues 
containing complete advertising a 
well as editorial content, are fy. 
nished for distribution to the air 
forces of both the Army and Navy 
The publisher reports that this jg 
not an ex quota publishing service 
but that paper consumption for 
this additional circulation comes 
out of its regular quota. 


NAEA Appoints Merson 


to Head New Committee 


Victor Merson, advertising man- 
ager of the Repository, Canton, 0, 
has been appointed chairman of 
the newly-formed committee of 
the Newspaper Advertising Execu- 
tives Association, which will 
encourage the use by NAEA men- 
bers of promotional material pre- 
pared by the Bureau of Advertis- 
ing, ANPA. 

The new group will begin by 
fostering wider use of the Bureau’s 
recent 76-page study of ‘“Plant- 
City Advertising.” 


To Alley & Richards 


Concordia - Gallia Corporation, 
New York producer of rayon fab- 
rics for men and women’s wear 
and for the narrow fabric field, 
has appointed Alley & Richards 
Company, New York, to handle its 
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AR-TIMES 


QWHERS & OPERATORS OF KXOK - 630 OM YOUR DIAL 


ALWAYS SOMETHING GOOD IN STORE FOR YOU! 
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OWHERS & OPERATORS OF KKOK - 630 OM YOUR DIAL 


STRAIGHT line is the shortest distance between 
two points. The points, in this case, are Today— 
ind your postwar markets. 


(here is nothing mysterious about these postwar 
narkets of yours. They will be made up of people. 


Young people, middling-young people, married 


cople, ex-service people, older people. People who 
ad all kinds of publications, according to their 
ves and interests. 


o sell them, you must tell them —about your prod- 
ct. And to tell them, you must place your message 
the advertising media they read. 


nd that brings us down to your shortest distance 
) postwar markets—the Magazine Comics. Almost 
erybody reads them. They are read, today, in 8 
ut of 4 American homes...to the tune of over 25 
iillion newsstand circulation a month. 


Millions of moppets read the Magazine Comics. 
‘0 do millions of adults. For example: In the 18-30 
ge bracket, 55% of men read 7 Magazine Comics pet 
ionth, 43% of women read g. Age go-and-up, 29% 


of men read 8 Magazine Comics per month; 22% of 
women read 6. In the Armed Forces, 57° of all 
service men read an average of 8 Magazine Comics 
per month. And according to competent investiga- 
tions, you get from 5 to 213 free readers per copy — 
because each copy is passed hand to hand, reader to 
reader, until they fall apart. 


So you get complete coverage of the American fam- 
ily—all the way from age 6 to 60 and up—in the 
astonishing Magazine Comics. 


See why the Magazine Comics are today’s shortest 
distance to your postwar markets? 


FAWCETT bie 
WAGAZINE COMICS 


J , Captain 


Well, so do a lot of other people. That's why we 
have no advertising space to offer you today. Every 
page, every inch, is sold out for most of 1945 —with 
advertisers clamoring for more. 

Captain Marvel Adventures, Captain Marvel 
Midnight, Don Winslow of The Navy, Funn Pri 


sut one of these days, more space in the Magazine oma 
Whiz Comics, Master Comics, Wow Commu Fawcett Pu 


Comics (inc luding our own Fawee tt magazines’ pri cetee Mee Ee ee oe | ventieate. Chilean t 4 
mary circulation of 4,293,000) will be available. 260 North Michigan Avenue. Edward $. Townsend Co., . 
Los Angeles 14: Pacific Mutual Building—San Francisco 4 _— 


Russ Building. 


So keep in touc h with us. 
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CKAC Names Young 


CKAC, Montreal, 


Adam J. Young Jr., Inc., 


York, as its exclusive sales ‘repre- | 


has appointed 


Two Join Waters 
Alfonso Mauro and Maurice H. 


New | Zouray have joined Norman D. 


sentative in the United States. 


A FACT 


Only architects 4 seained 
to co-ordinate all the ele- 


na ae og 
New market book a. 


’ Pencil Points | | 


The Magazine of Progressive Architecture \" 


330 West 42d St., New York 18 


Waters Associates, New York, as 
|assistant production manager and 
|/member of the art staff, respec- 
| tively. Mr. Mauro was formerly 
| with deBiasi Advertising Agency, 
'and Mr. Zouray previously with 
| Beacon Studios, both of New York. 


Management Meet Set 


The American Management As- 
sociation will hold a _ three-day 
marketing conference in New 
York, Jan. 3-5, at which time 
members will take up such prob- 
lems as distribution costs, selection 
and development of sales staffs, 
building sales training programs, 
determining markets, defining sales 
territories, and compensation plans 
| for salesmen. 


Agencies Launch 
Training Program 


for Executives 


Los Angeles, Dec. 14.— The 
Southern California Chapter of the 
American Association of Adver- 
tising Agencies has launched a 
training program, under the chair- 
manship of Dana H. Jones of Dana 


Jones Company, Los Angeles, to | 
help young people prepare them- | 


selves for advertising 
executive positions. 

The agencies have defined cer- 
tain academic studies and practi- 
cal experience as desirable. The 
chapter will hold examinations at 
certain intervals. Candidates who 
pass will be awarded certificates 
showing that they are qualified for 
beginners’ positions. 


agency | 


Although no| men in the present war. 


Advertising Age, December 18, 


agency is asked to restrict its hir- 
ing of beginners to certificate hold- 
ers, it is expected that most agen- 
cies will give preference to them. 


With the extension division of 
the University of California, the 
chapter is offering a night course 
for would-be agency beginners 
and specialized instruction for 
present agency employes in the 
tools of advertising: Printing, en- 
graving, illustration, media, and 
agency operation. 

The chapter is preparing a book- 
‘let defining academic studies and 
practical experience desired, which 
will be distributed early in 1945 
to all high schools, junior colleges 
and universities in this area. 


A prerequisite to taking the 
chapter examination will be a col- 
lege degree. or its equivalent, with 
certain exceptions for ex-service 
In the 


<S 


WAKE 


«ee ee ns ee 


| Supreda INU 
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We hike... we hike... we hike... 


and find facts about TODAY’S neglected sources of profit! 


Electrical Merchandising’s consumer surveys of the more “ne- 
glected” appliance opportunities are well known. A factual job 
was done on Electric Dishwashers that opened quite a few eyes 
to new possibilities. The Electric Clothes-dryer survey caused 
some eyes to pop—and when it came to the job on Television, 
the ‘Ayes’ had it, without a struggle. 


So next we turned loose our combination-leg-man-and-fact-ferret 
to get the goods on Electric Water System opportunities. 


This time. he concentrated on dealers, rather than consumers— 
and came up with a briefcase full of facts that could lay the 
foundations of several tidy fortunes—beginning right NOW. 


Yes, Electric Water Systems are TODAY’S profit-items—and 
also fine opening wedges for a healthy parade of postwar appli- 
ance profits. 


Enthusiastic retailers are reading all about it in November's Elec- 
trical Merchandising—and are expectantly looking forward to 
what Electrical Merchandising, thezr paper by the overwhelming 
vote of SEVEN TO ONE, will do for them next! 


Such reader-interest means RESULTS for Advertisers... 


Electrical Merchandising’s 25,000 circulation covers all types of 
retailers who sold electrical appliances and radios in volume. 
They will help you build your postwar prosperity, if you show 
them—NOW —how they will share in it. Electrical Merchandis- 
ing, the Retailers’ Choice by SEVEN TO ONE, is your logical 
choice for reaching those it will pay you best to reach! 


ELECTRICAL MERCHANDISING 
The Retailers’ Choice 7 tod 


lhe € CLorues Dryer ts i 
4 4 POST HM sR APPLIANCH 


Right Now Dealers Ave Sellieg 


‘LECTRIC WATER SYSTEMS 


| being two and one-half 


CHRISTMAS MESSAGE—Fanny Farm. 

er Candy Shops, Rochester, N. Y., are 

running this special message in {yll. 

page and 1,000-line copy in newspapers 

in 16 cities in support of the 6th Wa, 

Loan drive. J. Walter Thompson Co, 
New York, is the agency. 


college work, emphasis will be 
placed on English, but no adver- 
tising courses are required. Other 
requirements will be practical ex- 
perience in writing and some full- 
time experience in selling. 

The night course of the Univer- 
sity of California’s extension divi- 
sion will start Jan. 15 and will run 
for 18 Monday nights, each session 
hours 
Tuition will be $22.50. Classes will 
be held in downtown Los Angeles 


Alcoa to Manufacture 
Kitchen Furniture 


Kitchen furniture is “definitely 
among the things on which the 
planning division of our company 
has been working,” reports D. E 
Stratton, New York manager of 
the Aluminum Cooking Utensil 
Company, a _ subsidiary of the 
Aluminum Company of America, 
Pittsburgh. Production is not ex- 
pected in the near future, in view 
of the manpower and material 
shortages. 


If you sell 
SHORTENING 


You Need WIBW 


| In Kansas, and parts of six 
| adjoining states, WIBW is ‘ve 
preferred station of almost five 
million listeners. 


| WIBW is preferred by de 
ers, too, as shown by their ©" 
thusiastic tie-in promotion + 
point of sale. 
We have a reputation 
hard-hitting selling. Let 5 
prove it to you by RESUL 


Topeka ...Kansa 
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Electric Utilities 
Begin 4th Year 
of joint Drive 


New York, Dec. 14.—A total of 
173 electric light and power com- 
pani¢ —the principal common de- 
nominator of which is Edward R. 
Dunning, vice-president of N. W. 
Ayer & Son—this month begins 
the fourth year of a cooperative 
advertising campaign. The cam- 
paign will continue to run in 13 
magazines and on the “Electric 
Hour,” featuring Nelson Eddy, 
baritone, on CBS, which on Dec. 
I7 is being switched from Wednes- 
day night to Sunday afternoon, 
4:30 to 5, EWT. Other magazines 
may be added. 

The campaign first got under 
way in five magazines in Decem- 


ter 


Fore. per, 1941, with 52 companies par- 
“= ticipating. The current list of 173 
) ull- 


represents more than half of all 


papers U. S. electric light and power 
| War companies with more than 1,000 
1 Co, meters each and two-thirds of all 
U. S. meters. 
— Participants include Consoli- 
ll be HEdated Edison Company of New 
dver- 
Other 
il ex- b 
ait [We sunendered because 
liver- e 
8 Phe promised to purus, 
»ssion f Ti | 
ours a the March of Time! 
S will () 
geles 
nitely 
1 the 
1pany 
D.E 
er of 
tensil 
the 
erica, 
it ex- 
view 
terial 


We don’t recommend that 
reneral Omar Bradley adopt this 
hethod of winning the war in Europe. 
But we do recommend that one 
bi these Thursday evenings (next 
hursday, perhaps) you tune in on 
jour Slue Network station (it’s WJZ 
n New York)—and hear for your- 
‘If how the MARCH OF TIME 
omehow manages to bring you the 
ices of just the newsmakers you 


re is! want to hear from, talking about 
’ ‘st (/i news you are most interested in. 
the 

 Ithe Ma 


} of Time 


SPONSORED 
‘ THE EDITORS OF 


| TIME 


~ 


: 
: 


:30 P. M. (E.W.T.) 
VE2Y THURSDAY NIGHT 
NOW OVER 
iE BLUE NETWORK 
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York, Consolidated Gas, Light & 
Power Company, Baltimore, Caro- 
lina Light & Power Company, De- 
troit Edison Company, New Or- 
leans Public Service Company, 
New England Power Company, 
and Union Electric Company, St. 
Louis. A smaller figure than the 
actual number of companies in the 
program has been _ consistently 
promoted. 

Among large companies which 
do not yet back the program are 
Commonwealth Edison, Chicago, 
Boston Edison, and Pacific Gas & 
Electric Company. The campaign 
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emphasizes the electric companies’ ; : ‘ 
services to the nation in war and | To Merrill Symonds Symphony to Levin 
Chris F. Tonne, formerly adver- 


their preparations for peace. It| — ‘ Chicago Symphony Orchestra 
is also intended to check the grow- | tising manager of All-Steel Equip- | has appointed W. Biggie Levin, 
ing trend, stimulated by large| ment Company, Aurora, IIl., has | Chicago booking agency. to handle 
government dam projects from/| Joined Merrill Symonds Advertis- | its radio sales. 

TVA to Bonneville and Grand | ing, Chicago, as account executive. 
Coulee, toward “public power.” 


The Ayer agency furnishes mats | Art Annual Out 
to participants for local tie-in ad- | 


mottas The 23rd Art Directors Annual e 
as ee - of the Art Directors Club, New|! + 
tts _ PY 8TOuPS | York, containing 300 examples of | 


representing the companies each | oytstanding advertising art, is| 


VITAMINS is the 
Let us pack 
Multi-Vitamin or B 


Then we have it. 
big profit field today. 
you a good 
Complex formula, under your own label. We 


gs ao a month on plans, not | available in a limited edition at 96) Ser 5 ee ee ae. ee 
no formal “sponsoring group” has | from Watson-Guptill Publications, | Gibson Building 
been organized. 330 W. 42nd St., New York. THE GIBSON COMPANY Harlan 2, foes | 
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" BEST PROG 
the WORLD. 


in 

INO One awards a Grand Prize for rhe “best program 
in the worid” for there is no: common denominator 
by which such an award could be made. Yet, prob- 
ably every. radio station strives to merit some award 
for outstanding radio service. This is a good thing 
for the Industry and a good thing for the listener. 
But the best award in the world is that which can 
be made only by listeners —the award of loyal lis- : 
tenership to the station of their choice. x 


For any station to gain this most valuable award 
every type of program must be offered its listeners, 
for tastes differ. That station which understands 
and best satisfies the greatest number of people in 
its listener area will receive that people’s award of 
loyal listenership. 


In Oklahoma, KVOO has long enjoyed this coveted 
award and it is our purpose to continue to merit 
loyal listenership. To this end all our efforts are 
extended, for we believe in our license requirement 
that we operate in the “public interest, convenience 
and necessity.” 


49.1% of all the people in the State of Oklahoma 
live in the 30 counties of Northeastern Oklahoma. 
KVOO, alone blankets this richest market with 
bonus counties beyond this area in Oklahoma, Kan- 
sas, Missouri and Arkansas. 
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ANPA Elects Standard 


Standard Advertising Agency, 
Chicago, has been elected a mem- 


ber of American Newspaper Pub- | 


lishers Association. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift—each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
daily! 


* *& THE x * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


Red Carpet for Admen May 
Be Hauled in, Postwar 


Washington, Dec. 14.—On the 
basis of its war record, advertis- 
ing has won a firm beachhead of 
acceptance here, but one need only 
look beyond the plaudits of the 
war agencies to realize that the 
enthusiasm is not shared by bu- 
reaus which will be active after 
Ted Gamble and Elmer Davis have 
gone home. 

Thanks to miracles wrought un- 
der the leadership of the War Ad- 


By STANLEY E. COHEN, Washington Editor 


vertising Council, the red carpet is 
out for admen. One_ suspects, 
though, that the warm reception 
stems from officials who would 
like to cut in on the vast audience 
advertising can provide, and need 
not necessarily reflect better un- 
derstanding of the peacetime func- 
tion of sales promotion. 
Out-of-the-corner-of-the-mouth 
cracks about advertising are still 
sood form for officials. They are 
particularly abundant at the FCC. 


Advertising Age, December 18, i944 


economists, too. For example, 
while the Commission has made a 
careful study of advertising as a 
cost of distribution, and can tell 
how much of each dollar paid for 
cigarets goes to advertising, it has 
never considered how much cigar- 
ets would cost without the mass 
market sales promotion creates. 

The classic example, though, is 
a recent speech by L. Welch Pogue, 
chairman of the Civil Aeronautics 
Board, which tells airlines that 
they can reach the mass market if 
only they will cut costs, including 
advertising costs. Mr. Pogue be- 
lieves that “the attractiveness and 
utility of the service will speak for 
themselves.” Will they spiel loud 
enough, though, to outshout pro- 
fessionally-created sales efforts of 
other carriers? 

He tk Bo 


Commendation: Pennsylvania’s 


More could be done among FTC | Rep. J. Buell Snyder thinks Young 


UF THE MASSES 


Published by W. W’. Norton & Co., Ini 


FourtTEEN years ago, José Ortega, one of the great thinkers 
of our time, wrote a book entitled ‘““The Revolt of the Masses,”’ 
which has since given intellectuals throughout the world both 
sweet and bitter food for thought and action. 

In his brilliant analysis of the fantastic period in which we 
are living, Ortega throws the limelight of his intelligence on 


the central fact of the present day world — the surging rise 
everywhere of the vast middle classes to greater social im- 
portance and economic participation. 

“The multitude,” he writes, “has suddenly become visible, installing itself in the 
preferential positions in society ... The mass has decided to advance to the fore- 
ground of life, to occupy the places, to use the instruments and to enjoy the pleas- 
ures hitherto reserved to the few . . . They feel appetites and needs which were 
previously looked upon as refinements inasmuch as they were the patrimony of the 
few.” 

And he adds a comment especially significant for us. Ortega observes that in Europe, 
the emergence of the masses is a new fact, but in America it is the “natural, the 
constitutional fact.” 


José Ortega y Gasset 


4 4 4 


Perhaps because of its dramatic title, Ortega’s book has been dismissed by super- 
ficial critics as an attack on the masses and democracy. This is false. Ortega neither 
attacks nor defends. He merely tries to understand “this mass-man with his 
potentialities for the greatest good and the greatest evil.” 

He is joyous over the new importance of the individual man, but is frightened 
that the individual may lose his indentity in the mass. Defining civilization as “the 
will to live in common,” he declares that “the political doctrine which has repre- 
sented the loftiest endeavor towards common life is liberal democracy.” 


4 4 , 


“The Revolt of the Masses” joins a host of other significant works by contem- 
porary minds as proof that our age is concerned, even obsessed, with the emergence 
of the masses. Some view this fact with hope—others with fear and forebodings. 

But the fact itself is bevond doubt, especially in America, where the great masses 
have emerged peaceably and orderly. Ours is a society where multitudinous millions 
relish and demand more goods, better goods—a society in which yesterday's luxuries 
become today’s necessities. 

To old-world philosophers these ultra-modern millions represent a problem. To 
American publishers they represent an audience. To American advertisers they 
represent the most vital market ever opened through private enterprise. 


THE HILLMAN WOMEN’S GROUP 


REAL STORY - MOVIELAND - REAL ROMANCES 


HILLMAN PERIODICAL BUILDING + NEW YORK CITY 


This is the fourth of a series of advertisements discus sing the great books of our time, which 


oncern themselves with social problems: government and business, the division of income, and 


the emergence cf the great middle class to a position of political and economic importance. 


& Rubicam did a fine job in speng. 
ing the WAC recruiting money 
We found that the “one good Den. 
ocratic paper” in his district ‘are, 
just as well as “the 21 good Re. 
publican papers.” But he ad 
that when he polled a high schoo) 
senior class to find out how many 
students had noticed the appeaj; 
“not one of those students had seen 
it in the newspaper.” Difficulty. 
Ex-Treasury surplus chief Frney 
Olrich tells this story about why 
government is tempted to sel! syr. 
pluses outside regular trade chap. 
nels. In accord with policy, Treas. 
ury offered 400 unused motorcy. 
cles back to the manufacturer be. 
fore calling in other prospects. The 
manufacturer was willing to allow 
the government $160 for the ma. 
chines; dealers paid $300. Asset: 
George P. Ludlam, chief of the 
OWI Radio Bureau, offers this rep. 
ord as evidence that Uncle Sam 
has a valuable property in the 
various allocation plans he has 
worked out with broadcasters and 
advertisers. During the 6th War 
Loan, for instance, radio under al- 
location plans alone will bring 
Treasury’s message to 1,675,000,000 
listeners—or 12 times to every 
man, woman and child in the 
country. And that represents only 
half the war messages carried dur- 
ing that period. In specific alloca- 
tions, that represents 817 network 
war bond programs and spot an- 
nouncements in a four-week pe- 
riod, plus 75,021 transcribed an- 
nouncements from local stations. 
of * * 


Slowdown: Revival of war pro- 
duction this winter has created 
sharp local manpower shortages, 
and cut down materials available 
for non-war use where it has pre- 
viously been authorized. Materials 
recently granted for metal house- 
hold furniture are no longer avail- 
able. Even the aluminum people, 
who thought they had a surplus 
rather than shortage problem, are 
experiencing difficulties. Disap- 
pointment: Short weeks ago, 
when it appeared that V-E Day 
was here, and the war agencies 
were about to liquidate, Census 
Bureau was planning to recapture 
its downtown building, currently 
occupied by OPA. Instead Census 
must now be content to remain in 
suburban Maryland, where new 
temporary buildings have been 
started to house additional Census 
activities. Incidentally WPB has 
pruned its staff from 14,600 to 
12,600 in three months. The agen- 
cy once employed 22,000. Recruit: 
Senate small business committee 
preparing for big doings during 
the reconversion period, has hired 
Dr. Dewey Anderson, who col- 
lected studies of 90 major indus- 
tries for the Temporary Nationa! 
Economic Committee a few year’s 
ago. Mirage: WPB lifted restric- 


407% of this PIE 
is ST. PETERSBURG 


Tampa and St. Petersburg togee" 
make up one market—and 40° of 
this market is St. Petersburg. 1"! 
40% represents the highest per «9? 
ita buying power in Florida. 


You cannot cover St. Petersburg >y 
using Tampa newspapers. No Temp 
newspaper has as much as 300 e:e' 
age daily circulation here. Get 
plete coverage. Work both side of 
the Bay. Use St. Petersburg nev 
papers too. 


ST. PETERSBURG, FLOF 
TIMES (M & S) and 
__ INDEPENDENT, (€) 


In Florida by V. J. Obenour, Jr., Jock 
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tio. - on cellophane for tobacco and 
cel) phane and wax paper for bak- 
ery products, but has not provided 
sur lies of either. 


y.ilure: Business organizations 
mu. shoulder a share of the re- 
spo: sibility for Congressional hos- 
tility toward the long-sought Cen- 
sus of Manufactures and Census of 
Bus ness. Disregarding the parlia- 
men ary technicalities involved, 
the truth is that Congress had no 
indication how important these 
items were to industry. The Cen- 
sus got virtually no hearing in the 
Senate appropriations committee 
after it had been killed by the 
House because business groups did 
not make their feelings known. 
Study: OPA field accountants are 
visiting retail grocers to deter- 
mine whether price control is hurt- 
ing small stores. Quarterly re- 
ports are filed by chains and 
wholesalers but there is a lack of 
data on independent retailers. Suc- 
cess: The grocer-consumer price 
ceiling posting your drive has been 
extended into the first quarter of 
1945 by OPA at the request of the 
trade. Victory: Justice attorneys 
gleefully report that the Sixth Cir- 
cuit Court of Appeals in Cincinnati 
has upheld the conviction of Amer- 
ican Tobacco Co., Liggett & Myers 
and R. J. Reynolds and their chief 
officers for violating the anti-trust 
laws by fixing leaf tobacco prices. 
At the time of the original con- 
viction in 1941, $255,000 in fines 
were imposed. 

og k a 

Chills: Grade labelers scored a 
point when OPA tightened labeling 
regulations on meats this week to 
defeat the so-called “red market” 
—the practice of charging custom- 
ers for premium grades, while ac- 
tually selling utility cuts. Ex- 
plained OPA: “Grade marks pro- 
vide the consumer with an easy 
means of identifying the grade and 
protecting himself against money 
and ration point overcharges.” 
Previously government grade ap- 


The 


SEASON'S 
GREETINGS 
from 
RICHMOND'S 
STATION 


WRNL 


Richmond's sta- 
ble station serv- 
ing, the stable 
markets of Rich- 
mond and Vir- 
ginia—the mar- 
kets you will 
want to culti- 
vate for pres- 
ent and post 
war sales. 
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half of the carcass. 


on primal cuts. 
mored bible” makers are in diffi- 
culties with the FTC. Now an- 
other, the Stuart Bible Company, 
Cincinnati, is accused of misusing 
WPB priorities. Analysis: Five 
trained technicians will be needed 
in industry for every professional 
engineer, the U. S. Office of Edu- 
cation says in a report titled “Vo- 
cational-Technical Training for In- 
dustrial Occupations.” Dilemma: 
Rep. Traver of Georgia poked fun 


peared about eight times on each, at “The Women’s Land Army” for | 
It must now/describing voluntary 
appear at least every two inches! workers as “placements.” 
Jinx: Three “ar-| 


lady farm 
But just 
what did he mean when, referring 
to a picture he had seen of a Con- 
gressman picking peanuts, he said 
“That would be a placement.” Or- 
der: FTC has told five food deal- 
ers to stop accepting illegal broker- 
age fees, when in fact they market 
their own products and are not 
brokers. 
* * 

Warning: To meet military de- 
mands for V-boxes next quarter, 
manufacturers will have to in- 


crease output by nearly 25 per 
cent. WPB told them frankly: Our 
job is to see that the Army and 


up to industry to produce. 


Johnstown Club Elects 


Tom Nokes of Johnstown Poster 
Advertising Company has been re- 
elected president of the Advertis- 
ing Club of Johnstown, Pa., for 
the fifth consecutive term. Other 
officers are: Gerald Devaux, Cam- 
bria-Rowe Business College, 1st 
vice-president; Robert A. Tross, 
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Tross Company, 2nd vice - presi- 
dent; Ludwig H. Henning, Hen- 


I a) ning Studios, secretary, and L. J. 
Navy get what they require. It is| 


Paxson, sales manager, Johnstown 
Motor Club, treasurer. 


MULTIGRAPHING—FILLING-IN 
ADDRESSING —MIMEOGRAPHING 


THE LETTER SHOP, Inc. 


431 8. Dearborn St., Chicago. Wab. 8655 
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Ruth Hanna Simms, Publisher 
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Peix Leaves NRDGA Post 


Jack B. Peix, assistant to the 
general manager of the National 
Retail Dry Goods Association for 
the past 15 months, has resigned 
effective Dec. 31. His future plans 
are undecided. Mr. Peix was pre- 
viously chain store trade group 
director of public relations with 
the Institute of Distribution. 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S GREATEST INDUSTRIAL AREA 


Reconversion Halt 
Seen of Value in 
Postwar Planning 


Washington, Dec. 12.—Adjusting 
itself to the tide of battle against 
the two Axis powers, reconversion 
of industry to the production of 
non-war goods has ground to a 
standstill, with little possibility in 
sight of large-scale consumer 
goods output until well into 1945. 

A trickle of non-war production 
will continue under the WPB spot 
authorization arrangement, but in- 
dustry now knows that battle re- 
quirements of the armies in Europe 
and Asia will keep the bulk of 
plant capacity and manpower on 
critical munitions programs for 
many months to come. 


An urgent study of reconversion 


was instituted last fall, when an 
unexpectedly early victory over 
the Germans appeared to be a pos- 
sibility. At that time authorities 
in both the WPB and the Army 
felt that immediate cutbacks were 
in the offing, and that the time 
was ripe to release materials and 
plants for civilian work which 
would absorb surplus workers. 


Equipment Needs Great 


Stiff resistance from the Nazis 
which has developed since the 
battle of France, limited the possi- 
bility of the cutbacks, while at the 
same time the war has moved sev- 
eral months ahead of schedule, in- 
tensifying the need for equipment. 

Other than the fact that furious 
fighting throughout the world re- 
quires that American industry 
continue to concentrate on war 
production, the significant thing to 
remember, officials say, is that the 
recoversion planning of the past 
few months has resulted in a much 
better understanding of the de- 
mobilization issue, that will enable 
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government and industry to do a 
more efficient job when the time 
finally comes for reconverting. 

One significant development has 
been WPB’s experience with “spot 
authorization” as a method of re- 
turning idle plants to civilian pro- 
duction as spotty terminations oc- 
cur. Under this process, the maxi- 
mum possible amount of consumer 
goods production is assured, with 
a minimum of unemployed men 
and plants. 


Planning Is Important 


From the point of view of in- 
dustry, the experiences of the past 
few months are of the greatest im- 
portance. Under regulations which 
continue in full force, industry is 
permitted to use manpower to plan 
its postwar product. It can manu- 
facture models, order tools, and 
before long, most appliance people 
will be able to increase their re- 
serves of components, thus consid- 
erably reducing the gap between 
“termination day” and the assem- 
bling of first postwar output. 


Buyer F 


Should Know What 
PRINTING PRODUCTS CORPORATION 


Equipment and 


. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS « PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers. House Organs. Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


Organization 


Printing Counsel is 


Can Do For Them 


given 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
yart of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


tracked. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
Dun & Bradstreet, Inc., 
rates Printing Products Corporation and associates over $1,000,000 highest 


National Bank of 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 
because of superior facilities and efficient management. 
A printing connection with a large, reliable printing establishment will 


save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


Fivoducls Corporation 
(THE FORMER ROGERS & HALL COMPANY) 


ee 


LUTHER ( ROGERS 
Chairman and 
Management Advisor 
L. ¢ HOPPt! 
First Vice-President 


Assistant Chairmar 


and Managing Director 


A. R. SCHULZ 
President and 
Director of Sales 


Chicago and other banks. 
PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


NATIONAL AND LOCAL 


is unusual — Operation is Day and Night. 
on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


pte It 


Monotype 
setting. 


desired. 


PRINTER SPECIALISTS 


irtlists « 


Engravers *¢ 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 


POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 


Clean Linotype, 


and Ludlow type- 


All Standard Faces 


of type and special faces, if 


Good Presswork — 
one or more colors. 


Facilities for Binding 


as fast as the presses print. 


Mailing and Delivery 


service as fast as copies are 
completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


H. J. WHITCOMB 
Vice-President and 
Assistant Director of 
Sales 
L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasurer 


Orders which went out rec: tly 
have stopped spot authorizatic . j) 
all group 1 labor shortage a as 
and other areas where war ro. 
grams lag because of Mmanp: yey 
shortages. In other sections 0: the 
country spot authorization n- 
tinues. Everywhere behind the 
scenes planning for postwar . yo. 
duction continues. 

An important element wh ch 
will affect the timing and ey ent 
of reconversion is revised thin ing 
here on the Japanese war. ith 
serious set-backs suffered on the 
Asiatic mainland, a feeling de. 
velops that the conquest of the 
main Japanese homeland may be 
but a prelude to a campaign jn 
China which will rival in scope 
our present operations in Europe, 

Lt. Gen. Brehon B. Somervell, 
chief of the Army Service Forces, 
now predicts it will cost $71,000,- 
000,000 a year to fight Japan alone. 
and that the Asiatic war wil! be 
greater in scope than any war in 
which this country has been en- 
gaged previous to the present one. 

These revised estimates about 
the Asiatic war have resulted jn 
considerable scaling down of \V-E 
Day cutback estimates. Whereas 
it was believed in September that 
munitions production could be re- 
duced by 46% after Germany fell, 
current thinking ranges around 
23%, and the trend is downward. 


MOTOR PLANS LITTLE 
AFFECTED BY CHANGE 


Detroit, Dec. 13. —Stoppage of 
industrial reconversion in 120 war 
production centers, including the 
metropolitan Detroit area, is ex- 
pected to have little effect on 
efforts being made by the automo- 
bile industry to get ready for the 
earliest possible production of 
postwar cars and trucks for a vast 
market. There is no reconversion 
work under way to warrant recog- 
nition as such. Steps already taken 
toward peacetime production of 
motor vehicles are all along the 
line of paper planning and mark- 
ups of what body designers are 
suggesting. 

The Detroit WMC office has 
stated that but 2,170 technicians 
are listed with that organization, 
in Detroit proper, as working on 
three phases of reconversion work 
specified by the commission a: 
necessary in connection with auto- 
mobile production. The bulk of 
all such work is in the blueprint 
stage, according to the WMC di- 
rector. Director Byrnes’ order, as 
interpreted here, indicates that 
under “program 40”, involving re- 
conversion for all-out production 
of civilian goods, no new recon- 
version plans can be made for 9) 
days. In the entire state, under 
this program, only 970 workers are 
engaged. “Program 18,” civilian- 
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Lewis M. Williams 


Elected Vice President of 
Gebhardt and Brockson, ‘n¢. 


E. A. Gebhardt, president ©! 
Gebhardt and Brockson, In 
Chicago advertising agen« 
announces the election of Lew s 
M. Williams as a vice preside 
of the company. 

Mr. Williams, a son of ¢! 
late Henry P. Williams, was f 
ten years an officer and direct: 
of Williams & Cunnynghar 
and for three years was a vi‘ 
president of The Buchen Con 
pany, Chicago agency. He ha 
been associated with Gebhar 
and Brockson, Inc., since 194: 
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type production for military use, 
util but 1,937 workers. The 
‘hird program, “24,” for the manu- 
facture Of civilian rubber goods, 
requires but 21 workers, with no 
program of over three months’ 
durat.on, the local WMC reports. 


‘WAR COMES FIRST’ 
Philadelphia, Dec. 14.—Produc- 


tion of war goods “far outweighs 
any consideration of return to ci- 
vilia production,” Walter M. 
Schwartz Sr., president of Proctor 
& Schwartz, Inc., declared this 
week. He said any reconversion 


plans of Proctor Electric Company, 
a division of Proctor & Schwartz, 
must yield to war work, and em- 
phasized that the firm intends “to 
continue production of war goods 
as long as Proctor plants can make 
any contribution in defeating the 
enemy. 

Mr. Schwartz’ declaration had 
added weight in that Proctor has 
been authorized to resume limited 
cvilian production. The company 
s the peacetime manufacturer of 
the Never-Lift iron and Pop Up 
toaster, and was given permission 
to make more than 100,000 auto- 
matic electric irons. 

In a statement to company ex- 
ecutives, Mr. Schwartz said, “We 
are eager to resume the manu- 
facture of electric irons and other 
Proctor appliances for we know 
that our distributors and dealers, 
as well as the consuming public, 
have too long been without them. 
As important as this production is, 
however, it is of far greater im- 
portance for us to make certain 
that not one drop of American 
blood is spilled because the Proc- 
tor organization slackened its pace 

the production of war ma- 


terials.” 


Y&R Promotes Duerr 


Edwin Duerr has been appoint- 
ed a production supervisor in the 
radio department of Young & 
Rubicam, New York. 


Responsive 
Market.... 


becouse of steady, increased income 
from diversified industries. 


Few markets as important as New 
Bedford can remain so completely 
unaffected by the vagaries of any 
one of its major industries. Here in 
southeastern Massachusetts scores 
of different industries combine to 
give us a high, stable income. Fish 
and textiles, electronics and rubber, 
shipbuilding and copper, machine 
tools and summer visitors maintain 

anced economy among our 
208.900 people. This perennial con- 
dit is a delight to those with 
mer-nandise to sell. 


YOU GET A SUBURBAN 
MARKET, TOO! 


dford is the shopping center for 
han 40,000 people on Cape Cod, 
ket and Marthas Vineyard, the 
f whom read the Standard-Times 
spond to its advertising. 
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Catholics Form 


Press Group 


The Catholic Institute of the 
Press has been organized in New 
York, to bring together Catholic 
men and women in the advertis- 
ing, radio and publishing fields in 
that city. 

Officers nominated are: Edward 
A. Mahar, assistant city editor of 
New York Journal - American 
oresident; James W. Egan Jr., ad- 


vertising director of the New York 
Times, vice-president; Ray Sulli- 
van, International Circulation 
Company, recording secretary, and | 
Stephen W. Johnson, assistant edi- | 
tor, Catholic Missions, treasurer. 


To Wilson & Haight 


Parsons Paper Company, Hol- 
yoke, Mass., has appointed Wilson 
& Haight, Inc., Hartford, Conn., 
to place its advertising in business 
and consumer publications. 


Carlye Names Durstine 


Carlye Dress Corporation, St. | 
Louis and New York, has placed | 
its advertising with Roy S. Dur- 
stine, Inc. Magazines and news- 
papérs will be used. 


Carr to Tele Journal 
Roland ‘‘Mike” Carr of Packag- 
ing Parade, Chicago, and previ- 
ously with the New York Journal- 
American, has joined the adver- 
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|tising sales staff of Radio-Tele- 
| vision Journal, New York. 


120 


SOLD! SOLID! » SOLD! SOUND! | 


Ross Srevens 


Special Editi io 
solid and 


the high cost of enamel-coated printing 
paper made its widespread use impractical. 
Then Consolidated led the way by producing 
it so speedily and economically that its cost in 
money, in labor and in materials was materially 
reduced ... a development which becomes of 
added importance today. 


A modern war could not be conducted without 
paper. Campaigns are fought first with innumerable 
maps and plans and orders completely detailed on 
paper. Paper is essential in keeping vital records 


ee , 


CONSOLIDATED 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN | 


LONG FREIGHT TRAINS OF THE AIR consisting of several gliders 
towed by powerful aeroplanes may soon be a reality. Thousands of 
gliders are being used today to rush troops into battle. Gliders are carry- 
ing tanks and keavy guns to the front lines. It is not improbable that 
gliders may solve the problem of getting supplies over the jagged, 
roadless Himalayas into China. 

Such tradition-shattering achievements are made possible by two things... 


America’s genius in devising new ways of making and doing things faster and better, 
plus a production power which has been developed to overwhelming proportions. 


CONSOLIDATED 


Four Modern Mills . , . All in 


72 PAPERS 
AT UNCOATED PAPER PRICES 


A typical American achievement in speeding 
production came in 1935 at a time when 


WATER POWER 


2 .. for packing and protecting supplies. And, 
probably most important, war photographs real- 
istically reproduced on coated paper in national 
magazines stimulate us to the all-out-effort so essen- 
tial to victory. 


Consolidated Coated has several qualities which 


help conserve paper and the materials of which 
paper is made. Both opacity and bulk are relatively 
high. So lighter weights can be used. 


Finally, being produced faster and more econom- 


ically, the manufacture of Consolidated 
Coated requires less man-hours and 
machine-power and smaller quantities of 
critical materials. 


Re CE NEES See RT eee eee 
ia ‘ 


& PAPER COMPANY 


SALES OFFICES 
Wisconsin 


135 SO. LA SALLE ST.. CHICAGO 3 
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Ad 
Advertisers Aid a ssa sto unt nscorns - sine Q ’ 
THE ONLY See MCL Drive to Recruit a i" b. Li 
IN THE ELECTRICAL INDUSTRY § OLASSIF CATIONS » o » » | Bat 

43,000 Seamen ren “0 | 

N -6. nd 
New York, Dec. 13.—With sea- po a eo ae 19 
Reaches more industrial men reported to be leaving the FiMANcAL 4.4 — 

merchant marine faster than they dati iets “aa ; all 
buyers and manufacturers are being recruited, the War Ad- Genanid ith 0.4 quam N 
, vertising Council, in cooperation Toran Asventisine 4.1 poe | mat 
of electrical and electronic with the Maritime Commission Derartment Stores -7.5 emnacaaone | nat 
‘ and OWI, has prepared an “SOS” the 
equipment than any other campaign guide, urging advertis- ligh 
: : ers’ help in getting “43,000 experi- ars + Sen ey e+ Mu 
electrical, trade or indus- enced seamen fast.” eid ai wet 
; iy tat The campaign material, pre- "" > Mu 
trial publication..through pared by Kenyon & Eckhardt, vol- per by . S 
unteer agency, with L. M. Hickson, . ss cov 
selected and request _ |National Distillers, as campaign a A aa F in t 
; ; manager, and Douglas Meldrum sciocia 4s anal ing 
circulation. as council staff manager, pays sik Gieebeiniiae an pe pai; 
tribute to the merchant marine Saisie Gave “i aun “pa 
for wartime achievements, and lar§ 
stresses the critical need for ex- 30 20 10 0 10 20 30 tise 
perienced seamen to insure a — olat 
steady flow of material to the} OCTOBER NEWSPAPER LINAGE—Automotive made the best showing in The 
S Published by fighting fronts. the table of October newspaper linage, representing Media Records’ measure. tn j 
SUTTON PUBLISHI NG _ é DN pr Pe: 9 Bs ge Ren - be - of a weg rece = @ 10% ye eee over ¥ —_ — inte 

Sei e probiem ast year. e only other classitication on the plus side was financial, whic ‘ 

60 EAST 42ND STREET, NEW YORK 17 the appeal says. “Supplies are| was 4.4% above October, 1943. In the Jan. 1-Oct. 31 period, automotive : N 
needed all over the vast Asiatic led, also, with a percentage of 3.2 above the same period a year ago. Total oe 
&@ 5864 front as they never have been advertising was 2.6% below the figure for the 10-month period last year. : 
Res 


Lane Coal is coal! And it’s mined just 
the same for blast furnaces as 
the heating units in homes... by the very 


same men, the very same machinery, by the 
very same methods .. . in war or peace. 


That's why we say, “Lucky Pittsburgh” with 
60,000 coal miners who will keep right on 
earning and spending while most of the 
nation’s war boom towns take timeout for 
reconversion. 


For supporting evidence we asked Pitts- 
burgh’s coal mines about their reconversion 
problems! ‘The only reconversion we'll have 
is in our shipping instructions!” they said. 


REPRESENTED NATIONALLY BY 


Neu York ° Chicago 7 Philadelphia * Boston + 


THE NEWSPAPERS ARE THE GREATEST 
ADVERTISING MEDIUM IN AMERICA. Bacaue 


As a matter of fact 88% of Pittsburgh's basic 
industries we quizzed echoed the statement, 
“No reconversion necessary!” 


needed before. We have the ships, & the 
and more are coming down the & cen 
ways every day. But we need Mon: 
more men to sail them — experi- @ rev: 
enced men. gar 

“For lack of a single man, a Mand 
sailing date may be held up, aM wor 
thousand lives lost on the other @ ing 
side of the world. We’ve got to M buy 
get the men—43,000 of them in the & wor 
next 12 months; 5,000 a month for & fica’ 
the next two or three months; 2- & mer 
800 to 3,000 a month from then 


on.” 

Some 225,000 experienced sea- hr 
men now working on land must & yer 
be reached, it is explained. “Noth- 3 1) 


ing can take the place of experi- @ poy 
ence at sea, especially during war- § Go 
time.” iery 

Campaign objectives are to pub- & pgi 
licize the need for experienced & wes 
seamen; to create a greater public & <p, 
respect for the merchant marine, @ p;, 
and to dramatize the future of the H wo, 
service. MV 

In addition to suggested ads and 
copy appeals, the guide contains 
statements from President Roose- 
velt, Generals Marshall and Eisen- 
hower, Admirals King and Stark, 
and other military leaders. 


Zachman Joins Libby 

Arthur S. Zachman, for the past 
three years in the retail grocer) 
business in Marion, O., and pre- 
viously promotion director of the 
National Association of Retail 
Grocers, has joined the advertis- 
ing department of Libby, McNeill 
& Libby, Chicago. 


P a He didn’t seem to come from anywhere 
So, you see there will be no pause in pay- or belong to anybody. Johnny just wet 
. ° ° ° Fi t 1 
checks, no break in buying in Lucky Pitts- Those who saw him standing ov str” Rigg 
Liga: corners said, “Well, he won't am int ™ 
burgh come Peace. And incidentally, your muck.” q 


advertising plans will need no reconversion 


But Johnny had a great teacher, \ \° dis 


either if they already include Lucky Pitts- covered he had a mind... a mi th 


burgh’s Post-Gazette. 


needed only directing. She taught ™ not 
to cheat in tests. She taught him »0t ™ 
crowd the little guys. She taught }) > °° im 


PITTSBU ARGH to work, to earn, to live. She ¢ hin 
respect for America and all it rep sen’ 
POST-GAZETTE regent et 
a big responsibility. What are you ‘0M 


to see that teachers know the tru: 


One of Amerioas Great Jlawspapers Tell them about yourself, your id's # 
ga 


free enterprise, in State Teachers £ 
zines. 700,000 bona fide subscribe! 


PAUL BLOCK AND ASSOCIATES states. 


Detroit . San Francisco © 


Each day 47,000,000 Newspapers are Bought. Each day - tl 0 
the people of America pay $1,500,000 for their News- 307 N. Michigan Avenue, Chicago .” 
papers. The people desire advertising in their Newspapers. 


Los Angeles © Seattle GEORGIA C. RAWSON, Mana 


STATE TEACHERS MAGAZINES, 


An association of 42 state teac/ 
— magazines 
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Living Ads Shown 
Eat Munsingwear's 
($1945 Preview 


(Picture on Page 63) 


Minneapolis, Dec. 12.—An ani- 
mated preview of the company’s 
national advertising campaigns for 
the iirst six months of 1945, high- 
lighted the annual convention of 
Munsingwear, Inc., conducted last 
weel. at the Nicollet Hotel and the 
Munsingwear mill. 

Seven-foot reproductions of the 
covers of the magazines to be used 


in the women’s underwear, sleep- 
ingwear and loungingwear cam- 
paign were set up, with inside 


“pages” disclosing in sequence 
large size blowups of each adver- 
| tisement with living models re- 

placing the girl in the illustration. 
g in The models stepped out of the ads 


sure: to indicate the achievement of live 
onth interest in the presentation. 
rhich Magazines to be used in the 


a campaign include Charm, Life and 
— Mademoiselle. 

— WwW. C. McKay, of the Kenyon 

——— _# Research Corporation, summarized 
ships, the results obtained from a re- 

n the Mcently conducted consumer study 
need fon women’s knitted lingerie, which 


xperi- M revealed that women buy under- 

garments for “fit,” for durability, 
lan, a—~Band easy laundering; that more 
up, af women than ever before are wear- 


other J ing panties; that more women are 


got to buying Munsingwear; that more 
in the # women could make brand identi- 
th for fication when Munsingwear was 
hs; 2,- 7 mentioned. 
| then 

Also in Trade Press 
1 sea- In addition to the national ad- 


must @ vertising campaign, Munsingwear 


‘Noth- @@ will place trade publication ads in 
xperl- M Department Store Economist, Dry 
» Wal- Hi Goods Journal, Underwear & Hos- 

iery Review and Women’s Wear 
Haoe Daily. The Munsingwear’s men’s 


wear campaign will be launched in 
spring issues of Life, and in the 
Dry Goods Journal and Men’s 
Wear. 

Munsingwear promotion in- 


public 
iarine, 
of the 


is and 
ntains 
Roose- 
Eisen- 
Stark, 


f 

ie past 
rocery 
1 pre- 
of the 
Retail 
vertis- 
icNeill Have You a Product 

with a 


DIESEL FUTURE? 


Home front Diesels are work- 
ing hard with little let up for 
repair. Replacement parts 
alone, represent huge Post- 
War sales possibilities and a 
hungry expanding market anx- 
iously awaits Diesel's many 
wartime advancements. 

It's time to tell your story if 
you want a place in Diesel's 
future. 


HERE'S AN EASY WAY! 
There are two Diesel Markets 
—Land and Marine; each a 


~ 


uc 


where 
t was 
street 


specialized field in_ itself. 
int Hence, two Diesel Publications 
with ABC circulation. 
o dis DIESEL POWER & DIESEL 
that TRANSPORTATION —for the 
» ot i Land Market. 
one 
- hor MOTORSHIP—for the Marine 
vin i Market. 
sents This makes your advertising 
plan easy. If your product 


sells to only one of these mar- 
kets, you need only the Diesel 
f Publication covering that mar- 
so ket. If you sell to both mar- 
ga kets you get an advantageous 

42 combination rate, plus the 
only ABC circulation in the 
Diesel Field. 


| DEL PUBLICATIONS, INC. 
; 192 LEXINGTON AVE, 
NEW YORK 16, NY. 


cludes selling helps and a sales 
portfolio, a set of salesmen’s cards, 
and an innovation in the women’s 
garment line—glossy photographs 
which are offered to retail stores 
for display use or newspaper ad- 
vertising. 

The portfolio urges dealers to 
coordinate local efforts with the 
national campaign by using news- 
paper copy, window and depart- 
ment displays, radio copy, and 
building up an informed selling 
staff. Kenyon & Eckhardt, New 
York, is the agency handling the 
Munsingwear account. 


Gen. Motors Announces 


Auto Dealer Contest 


General Motors Corporation, 
New York, has announced an 
architectural competition for auto 
dealers submitting the best designs 
for their places of business, the 
contest to run Jan. 1-April 16 and 
to be conducted by Architectural 
Forum. Sixty cash prizes totaling 
$55,000 will be offered for the best 
building plans within specified 
classifications. 

The contest will supplement on 
a broader basis the work which 


has been going on for a number 
of years in the dealer building 
advisory departments of each Gen- 
eral Motors car division. 


Group Changes Name 

Members of the Association of 
Private Stations of Quebec have 
changed the association’s name to 
Quebec Private Radio, Inc. 
elected officers are: Phil Lalonde, 
CKAC, Montreal, president; J. N. 
Thivierge, CHRC, Quebec, vice- 
president; and Marcel Lefebvre, 
CHLP, Montreal, secretary-treas- 
| urer, 


Newly | 
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K&E Names Scanlan 
Jack Scanlan, formerly with 
Montreal Electrotype, has been 


appointed production manager of 
Kenyon & Eckhardt Ltd., Montreal. 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Ce. 


A DIRECT MAIL SERVICE 
Phone Webster 2336- 


7 
607 S. DEARBORN ST. CHICAGO 


long time no see! 


TODAY, travel advertisers are dreaming up 


advertisements like this just to put their ideas for 


future travel-selling into writing—just to keep their 


eyes on the postwar ball. 


But when people can go places again, chances are such 


advertisements will appear in TIME. For so many 


TOPS WITH THE PEOPLE 


travel advertisers have found that TIME is the best 


way to reach America’s most traveled million families 
that TIME has been the leader in Travel, Resort and 


Hotel advertising for nine consecutive years (except for | 


one year when it was second). 


And TIME will be tops tomorrow, too. 


WHO ARE GOING PLACES 
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Servel and AGA 
Sponsor New Plan 
of Select Hiring 


Chicago, Dec. 13.—A _ Servel- 
loaned staff plans to conduct re- 
gional sales managers’ meetings 
throughout the country, beginning 
this month, to explain a new se- 
lection and training program for 
gas appliance salesmen sponsored 
jointly by Servel, Inc., Evansville, 
Ind., and the American Gas Asso- 
ciation. 

The plan, originated by Dr. 
Robert N. McMurry, Servel’s con- 
sulting psychologist, was outlined 
here last week for 200 representa- 
tives of gas appliance manufac- 
turers and public utilities men. 

Dr. McMurry’s plan incorporates 
the results of a nationwide study 
of personal interviews with gas 
appliance sales managers and 
salesmen. Selectivity is based on 
numerical ratings of nine quali- 
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ties found necessary for success in 
gas appliance selling. Of 1,000 gas 
appliance sales men studied, the 
20% who displayed the nine neces- 
sary traits consistently sold 80% 
of the appliances for their re- 
spective companies. Dr. McMurry 
said the nine traits are: 

Stability—the willingness to stay 
in one type of work for a reason- 
able length of time; industry—the 
capacity of the applicant to apply 
himself steadily and _  conscien- 
tiously; ambition—the desire to get 
ahead, to improve himself; ability 
to get along with others—the satis- 
fied, agreeable employe; loyalty— 
the constant and faithful employe 
whose job comes first; persever- 
ance—the capacity to finish what 
he starts, the man who drives a 
sale home; maturity—the extent 
to which a man has outgrown 
childish experiences and habits; 
leadership—the ability to inspire 
confidence, admiration and trust; 
and motivation—the circumstances 
of the individual’s life, his need, 
the incentive which keeps him 
working. 


Create Ill-Will 


Dr. McMurry pointed out that 
poor salesmen are costly not only 


How Oregon Home 
Went to the 


A Journal idea that scattered 
‘round the world 27,156 hermetically 
sealed cans of Christmas goodies ! 


Thousands of our Oregon boys and girls in the armed forces 
overseas will receive extra-special Christmas gifts this year... 
homemade goodies they've dreamed about for months yet couldn't 
get because of shipping difficulties. 

For the extra cheer this Christmas they can thank Mary Cullen’s 
Household Arts Service of the Oregon Journal. Mary Cullen 
made possible the shipping of foods in hermetically sealed tin 
cans—foods, homemade by mothers, wives and sweethearts—that 
would spoil in ordinary packing. 


HOME FOLKS ASKED MARY CULLEN 

Here’s how it started. When inquiries began to come to Mary 
Cullen last August asking what mailable foods could be home 
canned to send to the armed forces for Christmas, discouraging 
answers had to be given. Ordinary home canning methods would 
not protect foods against spoilage. 

But Mary Cullen and her staff had solved greater problems 
and they found the answer to this one. They made arrangements 
for commercial type tin cans which families and friends of service- 
men and women could buy for cost at Mary Cullen’s Cottage 
(street level location of The Journal's Household Arts Depart- 
ment). Purchasers took these cans home, filled them with home- 
made goodies and returned them to The Journal. Journal trucks 
took the cans to a local cannery for hermetical sealing, then 
hauled them back to The Journal office for the owners to claim. 


ALMOST 2,000 CANS A DAY! 
The sale started September 9, 1944 and closed September 29, 
to allow time for making the goodies, sealing cans and mailing 
before October 15th. The first day 1,800 cans were picked up. 


When the sale closed 27,156 cans had been purchased and every 


one of them was returned filled, for sealing. 
What went into these cans of Christmas cheer? 
Homemade fruit cakes headed the list. Second, was homemade 


fudge and other candies. Cookies, salted nuts and jam were other 
popular items. Mary Cullen’s Cottage prepared special recipes 
to meet various climatic conditions and distributed thousands. 

Many doting mothers and wives brought foods that could not 
possibly be shipped even in sealed cans. But so great is the 
respect of women in the Portland area for the accuracy of Mary 
Cullen’s advice that they accepted her instructions on what to 
send without question or rancor. 


Why should The Journal be the only newspaper in Portland (or 
anywhere else as far as we know) to conceive and conduct such a 
service? Because the people who staff The Journal are not con- 
tent to do merely their assigned jobs. They are people with 
brains and ingenuity, with ambition and initiative. They delight 
in performing extra bits of service that help to make the com- 
munity The Journal serves a better, happier, pleasanter place to 
live. No wonder The Journal is today, as it has been for years 
Portland’s favorite newspaper. 


.+- If you lived in Portland you'd read 


The JOURNAL 
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because of the amount of nop, 
invested in their training, b it t). 
also they invariably crea. ; 
will. The good salesman 
rates high in personality, } 
He defined personality as ; 
for the plan, as the sum tota] «am hé 
a man’s habits in dealing w th a c 


environment and the extnt , vi 
which he is industrious, cap: ble ,, 
getting along with his fam'\y anf Y 
fellow workers and loyal io }; 
company. R 


Dr. McMurray, in outlin ig ty, 
hiring technique, divided | jn in 


five phases: Recruiting, screenin ff R) 
a weighted application, a tell th 
phone or personal checkup, and MM p< 
patterned interview. W 

Recruiting, Dr. McMurry ai m 
vised, should be a continual proc. cc 
ess, because unless there af C 


enough applicants the sales map. ef 
ager cannot discriminate. Dr, \p. 
Murry said a company committgl C 
should be appointed to be wi G 
sponsible for maintaining a floy 
of applicants, that recruitmey T 
folders should be included in the 
gas bills sent to customers, tha 
easel presentations should be om © 
hand to help describe the job te 
prospects, that drives be instigate V! 
to have employes bring in pros. F 
pects and that continual can. — 
paigning be made to reach 4 
sources of manpower. fee 


Preliminary Screening Used 


Preliminary screening, he said 
would include physical, racial ang 
character standards to eliminate 
the obviously undesirable en. 
ploye. The weighted application 
would be employed to compare 
the applicant’s personality rating 
with that of the successful map 
standard. The telephone or per- 
sonal checkup is made between the 
filling out of the weighted applica- 
tion and the patterned interviey, 
to determine if the applicant ha; 
lied or been inconsistent in filling 
out the form. Dr. McMurry 
pointed out that often the tone or 
inflection of the previous en- 
Pployer’s voice in answering ques 
tions regarding the applicant will 
tell more than the written word { 

The patterned interview, based 
on the weighted application and 
the checkup, is designed to bring 
out good qualifications as well a 
determine further whether the 
applicant merits hiring. 

Dr. McMurry said it was shown 
that a married man is a bette 
salesman than a single man; that 
a man with two or three children 
is a better salesman than the one 
with one or two children, but that 
a man with nine or 10 children 
usually has a poor sales record 
Likewise, a divorced man or ont 
frequently married is a poor risk 
In the same category are thos 
who borrow from loan companit 
to pay debts, and those who hai 
never obtained jobs for themselve: [i 
but relied on friends or relative 
to find them employment. 

Summarizing the plan, Dr. Mc@ 
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for excellent resu ‘s. 


* The leaders in every ©o™ 
munity of the countr) 4 
those persons in executi' «© P* 
sitions in industry. They 14% 
the ability to spend and 
they know values, for ‘he! 
have helped create the 

The Playbill is the pu) !ic® 
tion that will reach mo! @ 
them, for they are regu! ©" 
their theatre attendance. 
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Murry said it will not only find 
me most likely to succeed with 
the company, but will help the 
salcs Manager train and supervise 
then more efficiently. Selection 
of ‘ue good man is only one phase, 
he said, declaring that adequate 
compensation, training and super- 
yison are equally important. 


&R Resigns 
Ru bberset Account 


cause of a conflict of accounts 
in the insecticide field, Young & 
Rubicam, New York, has resigned 
the account of the Rubberset Com- 
pany, Newark, and its subsidiary, 
William Peterman, Inc., which 
manufactures insecticides. The ac- 
count will be placed with Doherty, 
Clifford & Shenfield, New York, 
effective Jan. 1. 
One of the products of Gulf Oil 
Corporation, a Y&R account, is 
Gulfspray, an insecticide. 


To Kendall & DeFilippes 


Collins Company, Collinsville, 
Conn. exporter of agricultural 
tools, has placed its foreign ad- 
vertising with Kendall & De- 
Filippes, New York. 
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WILLIAM TELL 
COULD DO IT 


#...and so can you! 


Hitting a target squarely... scrupulously 
avoiding everything else... is the estab- 
lished practice of advertisers in HAIRE 
specialized trade magazines. 


For a HAIRE publication never deviates 
rom its course. Each goes to one market 

. concentrates on that market — and 
thot market alone. And so does every 
od ina HAIRE specialized publication. 
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To Jones Frankel 


Sidney Turbin, formerly assist- 
ant advertising manager of B. 
Kuppenheimer, men’s _ clothing 
manufacturer, has joined the crea- 
tive staff of Jones Frankel Com- 
pany, Chicago. Harold M. Forsner 
has joined the agency’s art staff. 


Ad Execs Plan Meeting 


A six-point program on “busi- 
ness building” will highlight the 
winter meeting of the Newspaper 
Advertising Executives’ Associa- 
tion, to be held in Chicago Jan. 15 


and 16. Topics to be covered in- 
clude retail advertising, service 
advertising, new account develop- 
ment, copy improvement, promo- 
tion, and postwar ideas. 


United Adv. Elects 


Newark, N. J., has chosen the fol- 
lowing officers; Leonard Dreyfuss, 
reelected chairman of the board, 
following a year’s leave of absence 
as New Jersey director of civilian 
defense; Emanuel London, for- 
merly vice-president, elected 


president; Max Green, executive 
vice-president; Benjamin C. Green, 
secretary-treasurer, and Max Gans 
and William Hawkins, vice-presi- 
dents. 


‘Pepperell Uses Color 
United Advertising Agency,| 


Pepperell Mfg. Company, Bos- 
ton, will expand its 1945 advertis- 
ing program through the use of 
four-color advertisements in con- 
sumer magazines. First ads will 
appear in January issues of Ladies’ 
Home Journal, Life, Look and Mc- 
Call’s and in the February Good | 


31 


Housekeeping. Copy will feature 
all Pepperell sheets — Lady Pep- 
perell, Pepperell Duchess, Count- 
ess, and Abbotsford. Benton & 
Bowles, New York, is the agency. 


SIMPSON-REILLY, LTD. 
- Publishers Representatives — 
SINCE ®) 1928 


SAN FRANCISCO LOS ANGELES ~— 
RUSS BLDG. GARFIELD BLDG, — 


hile industry forges the 
tools of war, science, too, is toiling at forced draft. 
Out of their wartime teamwork new discoveries are 
pouring at many times normal peacetime speed. 


New ways of making men and women healthier. 
New and better homes for millions. New and more 
efficient ways of going places and doing things. New 
sources of income for the millions now producing 
for war and the millions who'll be marching home. 
Such is the great by-product of industry’s going to 
war...the bright promise on which millions pin 
their hope. 


But whether all this becomes real or remains merely 
a hope is still to be determined. For people must first 
be made to understand the mighty problems indus- 
try faces in bringing this bright new world to life. 
And even when they do understand, people must 
still be sold... before their billions of wartime sav- 
ings are translated into buying. 


Fortunately, industry is making wartime dis- 


coveries in advertising, too. And none of them is 
more vital than its rediscovery of the power of 
newspaper advertising to create public understand- 
ing and move the people to action. 


In newspaper advertising that has told the epic 
of production-for-war, industry has won reader in- 
terest seldom if ever equaled. In newspaper adver- 
tising backing the war effort, industry has won a 
quantity and quality of public response never be- 
fore thought possible. 


To build tomorrow's new world, industry needs 
newspaper advertising as never before. To make 
people appreciate its problems, industry needs the 
one medium that delivers its message with the force 
and intimacy of one neighbor talking to another. To 
make people buy tomorrow’s products, industry needs 
the one medium to which people everywhere look 


every day for buying information. 4& Fug 
y day | ; ae, om 
Me 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Philadelphia Record in the interest of all newspapers 
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Issue of Program 
Values Splits FCC 
in WOI-KFI Case 


Washington, Dec. 12.—The im- 
portance of that still unfilled | 
seventh seat on the FCC was high- | 
lighted this week when the Com- 
mission divided so irregularly in 
interpreting the “public interest” 
clause of the Communications Act 
that apparently only one member 
agreed with its finding, and his as- 
sent can be assured only because 
he is not on record to the contrary. 

With five Commissioners sitting, 
and the nomination of Paul A. Por- 
ter still stalled in the Senate in- 
terstate and foreign commerce 
committee, the FCC voted 3-2 to 
permit WOI, Iowa State College of 
Agriculture outlet at Ames, to 
broadcast pre-dawn market infor- 
mation on a channel shared with 
KFI, Los Angeles, using 1,000 in- 
stead of its customary 5,000 watts, 
and limiting operations during cer- 
tain seasons of the year. 

To this solution of a long debated 
issue, two of the three majority 
members felt required to write a 
provocative concurring opinion, 
based on the belief that WOI 
should have been permitted to use 
its full power because the pro- 
grams it carries are designed to as- 
sist farmers, while the programs 
of KFI during early hours are 
chiefly recorded music and adver- 
tising. 


j 


Protest Channel Split 


The two minority members 
wrote an equally strong opinion 
protesting against a breakdown of 
the channel by permitting any in- 
terference with KFI. To deviate 
from the existing rule protecting 
the channel would invite a flood | 


of similar requests, the minority 
warned. 

More than a year ago, the Com- 
mission had granted the applica- 
ition of WOI, but the grant was 
withdrawn on the protest of KFI. 
The final ruling is based on hear- 
ings held subsequently. By reduc- 
ing WOI to 1,000 watts before 


|dawn, it is estimated that its cov-| 


erage would be reduced from 13,- 
300 square miles containing 493,000 
persons to 4,760 square miles with 
| 199,600 population. 

In partially granting the request, 
the Commissioner said that ‘‘the 
service which the applicant pro- 
poses to render is shown to be of 
special value and of public inter- 
est.’ Commissioners Clifford J. 
Durr and Paul A. Walker, in their 
concurring opinion, went much 
further. They felt that measured 
against the service provided by 
KFI, the Iowa station was entitled 
to grant in full. 


Count Program Values 


“We do not think that the pub- 
lic interest can be measured solely 
in terms of the range or intensity 
of an electrical impulse without 
regard to what that impulse car- 
ries in the way of a program,” they 
said. “Nor can the. public in- 
terest be measured quantitatively 
only in terms of actual listeners. 

“The early morning service 
which WOI seeks to restore was 
not designed primarily to enter- 
tain or amuse. This service is of 
a specialized nature and is directed 
toward assisting the farmers of 
Iowa, one of our most important 
farm states, in the serious business 
of earning their livings and of pro- 
ducing crops of tremendous im- 
portance to the whole country.” 

While the WOI programs may 
help the farmer decide whether to 
go to market, or spend the day 
on the farm, “the early morning 
programs of KFI consist mainly of 
recorded and transcribed musical 
entertainment and advertise- 
ments,” the opinions said. 

“The theory of our system of 
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* Circulation of The South Bend Tribune 


» ras wate UNITED D CHEST) Convicted Mother Reunited With Sons. “TANS WITHIN R.A.F. Fliers iN MANCHURIA 


Strafe Hills te SA 
About Athens sg face onli agg 


FOUR MILES OF 


The circulation of The Tribune is in excess of 82,000. This 


figure by itself doesn’t tell 


the whole story —far from it. 


There has been a gain in circulation every month for eleven 


consecutive years. 


circulation promotion. 


This is even more significant, however, 
when one considers that in recent years there has been no 


The Tribune’s record started in August, 1933, when the cir- 


culation was 31,000. There 


has been a continuous gain since 


then, each month showing an increase over the correspond- 
ing month of the preceding year. 


People in Northern Indiana and Southern Michigan buy The 


Tribune because they like 
and are continuing to make 


it. These same people “have money 
money in war industries. Further- 


more, they are saving much of it for post-war needs. War 
Bond records prove this point. 


This area offers 


an unusual ee market. We have a 
folder which presents facts anc 


figures. Send for it. 


“Newspapers. Get Immediate 
STORY, BROOKS & FINLEY, INC. Nationa! Representatives 


Action” 


broadcasting is that it should be 
competitive. Certainly we would 
not feel justified in depriving a 
substantial audience of a favorite 
news commentator or entertain- 
ment program merely because 
some other commentator or enter- 
tainment program will still be 
available. 


Quality Angle Stressed 


“Competition in broadcasting 
should mean more than competi- 
tion between commercial stations 
for advertising revenues. 
greater importance from the stand- 


Of far | 
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point of the public interest is the| ondary to its interest in him as pay 
competition for listeners on the] of an advertising market.” 
basis of the quality of program| Commissioners Durr and W. \ke; 
service. said they felt the regula on 

“Certainly a state agricultural ak a porenetiely  giag oa 
broadcasting station specializing in in full to WOI interfered vit) 
the problems of farmers and hav-| the primary or secondary list: in 
|ing special facilities for bringing| areas of KFI, and violated an; 
| the latest market reports from the| existing Commission regulatio \s, 
United States Department of Agri- On the other hand, Commiss’ sine 
culture should not, except under] K, Jett and Norman Case, \ hi}; 
the most compelling grounds, be| agreeing that the WOI prog: am: 
excluded from competition with a/ were of great value, felt that ceyj. 
commercial station whose interest} ation from the existing rule pro. 
in the farmer, as a farmer, is sec- | hibiting interference “will result jp 
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“tive them 


room 
to crow! 


. . . is Better Homes & Gardens’ advice to more than 
2,350,000 reader-families thinking and planning postwar 
rooms for children. ““When he starts crawling out of the 
crib, it’s time to bronze the baby shoes, give him a grown- 
up bed and hand him a football. It’s a short span from 
infant to youngster.”’ Better Homes & Gardens recom- 
mends that home designers plan their rooms accordingly. 

Month after month leading architects unfold plans for 
postwar living in the pages of Better Homes & Gardens. 
“Bedrooms for Children” 


by-room plans for the postwar home. Gardened living 


is fourth in the series of room- 


rooms, dining-kitchens, and spacious hobby rooms are 
blueprinted in everyday thoughts and hopes of Better 
Homes & Gardens’ subscribers. Just a part of the reason 
why Better Homes & Gardens continues to be the force 


home builders. 


guiding tomorrow's 
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of a large number of 
ions requesting = similar 
y tig 
se requests were granted, 
eld, “serious interference 


vadeasting and the piece-| 


vealing of the rule” would 
Commissioners Jett and 
so pointed out that other 
in Iowa broadcast market 
tion during the early hours, 
nent refuted by their col- 


who contended that “the 


of farming is not such a 
affair that one program or 
f programs teil a farmer all 
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|he needs to know about his farm 
problems.” Commissioner Paul 
Wakefield said nothing. 


Three Name Remington 


Wm. B. Remington, Inc., Spring- 
field, Mass., has been appointed to 
direct advertising for C. F. Church 
| Mfg. Company, Holyoke, Mass., 
toilet seats and plastic products; 
Adell Chemical Corporation, Hol- | Ss 
yoke, Mass., Lestoil liquid soap; | eastern advertising staff of Sky- 
and the Chemical Corporation,| ways. He was formerly on the 
Springfield, Luster-On finish for | advertising staff of the New York 
zinc surfaces. | World-Telegram. 


Henry Names Hall 


Charles M. Hall has been named 
Chicago manager 


publisher of Skywa@ys and Air- 
ways. Mr. Hall was with The New 
Yorker for many years and more 
recently has been Chicago man- 
ager for Design for Living. 
Reginald Farrington has joined 
the company as a member of the 


‘Heyl Leaves Upjohn 


Dr. F. W. Heyl, for 31 years} 


of the Henry | associated with Upjohn Company, | 
Publishing Company, New York, } Kalamazoo, Mich., has resigned as 


| vice-president and director of re- 
;searth. He will be succeeded by 
|Dr. Merrill C. Hart, formerly his | 
assistant. 


Names McDonald 


Roy M. McDonald & Co., San} 
Francisco and Los Angeles, has | 
been appointed Pacific Coast rep- 
resentative of Civil Engineering. | 
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-amily-Service Home Magazine 
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- coverage to be not only 


IF you like to reach 
rich markets where 


spendable income is 


high—war or no war... 


IF you want complete 
radio coverage in one of 
the best of these markets 
—the East Texas - North 
Louisiana - South Arkan- 
sas region... 


IF you want that radio 


available to, but welcome 
in, the homes of this 


~ a 


THEN USE A 


BIG 


STATION 


v 


TO COVER THIS 


WKH 


50,000 WATTS — 


G Shreveport Times Slation 


SHREVEPORT, LOUISIANA 


THE BRANHAM CO 
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® 
a 
as Yes, fellow American . . . If the average German had known a fraction as much truth _ 
The rimmne st about the world as you know, this war would almost surely not have happened. 
You can read those 25 words again. They state a fact, and the fact is grim. 
Because a people believed and tried to live a pattern of lies, your world was V, 
: all but lost. 
- ° How better could it be shown that from now on man must know 
ac in limal IS ory his fellow as never before? That from now on you must know 
ees your world as never before? That you must have not just a record oe 
of events but also a picture of their meaning? ... for 
A chunk of man’s future is in your hands. And you are lucky in the chance you have to make the best of it. ae , 
Magnificently funneled to your doorstep, the news of the world is yours almost as fast as it happens. Passionately, he 
fearlessly, resourcefully, tirelessly, the working press of America brings you the facts. thr 
And once a week, in its special way, Newsweek helps give you grasp of those facts. To accurate reporting, Newsweek + | 
adds interpretation by the best minds we can find. And Newsweek also gives you forecast with a record for right- } 


ness that is almost uncanny. 
You will like Newsweek—as millions of the world’s best-informed people already do. It will 
help you see your world more sharply. 


-»-f0 report, 

to interpret, 
to forecast the 
truth of human 
affairs for America’s 
Significant People * 


*In designating the readers of NEWSWEEK as Significant People, we merely compress into 
two words their all-around “far-above-averageness”—both mental and material. 

The intrinsic character of NEWSWEEK attracts such people naturally. Their unusual 
“mental acquisitiveness,” and their eager interest in the new, are qualities that make 
them especially receptive to your advertising. Qualities which have led them to NEWSWEEK 
in such numbers that its circulation has risen 78% in six years, while its advertising 
revenue (among all general magazines) has advanced from twenty-second to fifth place. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
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| yOU OUGHT.TO KNOW . ... BUSINESS CHART OF THE WEEK . . 
a ie USINE 


You Ought toKnow . 


Harold B. Thomas, as much as any- 
one, goes the credit for putting the force 
of advertising behind the war. Since be- 
fore Pearl Harbor—and despite his con- 
tinual service as a major executive of 
Sterling Drug, Inc.— 


he has devoted 
three-fourths of his 
time to this impor- 
tant work. 


Mr. Thomas was a 
member of the 
group which _initi- 
ated the War Ad- 
vertising Council 
following a meeting 
at White Sulphur 
Springs in the fall 
of 1941, and he be- 
came vice-chairman of the Council on its 
incorporation in March, 1942. When Chet 
LaRoche went to California in October, 
1943, Thomas became acting chairman, 
and since last March, he has been chair- 
man. 

Thomas also has served as a director 
and chairman of the Association of Na- 
tional Advertisers, as a trustee and chair- 
man of the Advertising Research Founda- 
tion, and currently as a trustee of Co- 
lumbia University College of Pharmacy. 

But he isn’t the kind of chairman who 
deems it his duty solely to see that others 
do the work. Perhaps it’s the industrious 
Welsh strain in him; perhaps those years 
chasing submarines in the Navy in World 
War I, and those four years drilling oil 
wells in Texas for 12 hours a day, seven 
days a week. At any rate, whatever his 
job, he works at it. 

In late October, for example, he re- 
turned from a three-month trek for the 
War and Treasury Departments among 
ur soldiers in England, France and Italy. 
For several months, in both 1942 and 1943, 
he spent most of his time in Washington 
on war bond work. 

Born nearly 48 years ago in Hoboken, 
N. J., his earliest memories are of a farm 
in Pennsylvania. He went to grade school 
at Hatboro, Pa., then to prep school at 
Andover, Mass. His Yale career was 
ended in the junior year by enlistment in 
the Navy, as a lieutenant. 

Thomas served much of that time in the 
Adriatic. He had a chance for further 
foreign service with the Carter Oil Com- 
pany, a Standard of New Jersey subsidi- 
ary, after the oil-drilling experience in 
Texas. He might have gone to Colombia 


Harold B. Thomas 
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or Romania. 

Instead, in 1923, he went back to New 
Haven, Conn., and found a purchasing 
job with Kolynos Company. By 1928 he 
was directing Kolynos purchasing, pro- 
duction and advertising. Then American 
Home Products got into the Kolynos pic- 
ture, and Thomas got out. 

Those were the big merger days and 
Thomas tried to engineer one of his own. 
He got himself a desk in downtown New 
York and started to put together a new 
drug combination. When the market 
crashed, he gave it up and joined Lewis 
Bros., New York, a barber supply house, 
as sales manager. The Lewis firm was 
noteworthy mostly for a hair tonic called 
Vitalis. 

Harold Thomas not only sold quite a 
bit of Vitalis but he sold the brand itself 
to Bristol-Myers Company, and went with 
it to B-M as assistant sales manager, 
working with Earl Means. B-M was then 
a part of Drug, Inc., other units of which 
were Sterling, United Drug, Life Savers 
and Vick Chemical. Drug, Inc., also had 
Household Products, Inc., of which Cen- 
taur Company (Fletcher’s Castoria) was a 
part. 

Thomas became sales manager of Cen- 
taur, which was headed by the late Frank 
Blair, for 20 years president of the Pro- 
prietary Association. When Drug, Inc., 
split up, in 1933, Sterling, among other 
things, got Centaur and Harold Thomas. 
As Blair concerned himself more with 
such matters as the Tugwell Bill, Thomas 
began to run Centaur, and after Mr. Blair 
died in 1937, he became president. Since 
then he has also been vice-president and 
operating supervisor of the Cummer Prod- 
ucts, Molle, Ironized Yeast and Wells & 
Richardson divisions, and in 1942 he was 
made vice-president of the whole Sterl- 
ing Drug, Inc. 

All of which should have been work 
enough for one man. But when the war 
came, he found plenty more to do. 

Thomas has no pat success formula. He 
admit’s he’s “hard-headed.” (He’s a 
little on the tough-but-quiet side.) Those 
who work with him say he’s fair and 
knows how to get along with people. 
Hard-headedness hasn’t closed his mind 
to ideas. 

Married 18 years, he has two sons and 
one daughter. He’d like to have more 
time for fun with the family. His ideal 
situation would be sitting on his fanny 
for a whole evening, just reading a book. 
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| Some Notes 
' 
' 


on a Number of Things 


Whether it be a book, a brochure or a 
‘iagie-column advertisement, Columbia 
Btoadcasting System manages somehow 
‘0 produce it usually with an excellence 
tat nears perfection. 

The reason is probably Paul Kesten. 

But whether it is or not, no copywriter 
‘hou'd fail to read his statement on Post- 
hhortwave, FM and Television, sub- 
{1 October 5, 1944, to the Federal 
\unications Commission, and re- 

in a booklet by CBS. 
tten as an argument, it is as fine 
nderstandable piece of selling as 

likely to see in many a moon, 

CHES 2 2 

wide-eyed, pursed-lipped gals 

enthusiasm for Cannon percale 

has so long enlivened the pages of 
yw are in ecstasy in the trade press 

‘osmopolitan’s very special coverage 
t their age and kind. 

Chicago they’re oohing and aahing 
\merican Family soap. 
now Heinz has one on a soup 


Ce 


Someone at Y&R must be smiling in 
his beard. 
Stopper... 

Either the advertising people 2t Ford 
Motor Company don’t see the y«ading 
reports or they don’t believe them. 

For in switching from the top-read 
campaign on Ford history and Ford 
promise to the hokey crystal ball with 
only the words “We see a Ford in your 
future” a very swell series comes to an 
end, 

Or a violent interruption—just for a 
stopper. 

Either way, it seems that advertising 
was made for something much better 
than the current attempts of several of 
the motor makers to say something— 
about nothing. 

Fine Art... 

More than twenty of America’s best- 
known modern artists presently are en- 
gaged with the illustrations for a new, 
giant whisky campaign that will break 
in February. 

Unlike the Capehart and Container 
Corporation fine art, this will focus 
straight on the product. 


Sense of Values... 
Want to know what's Today’s Big Two- 
Way Value? 


War bonds? 

No. Diamond brand walnuts (for nour- 
ishment, for flavor)! You'll find it on the 
boards, 

Know who’s Doing a great job every- 
where? 

G.I. Joe—and New Era potato chips! 

They’re on the boards together, in Chi- 
cago, in the year’s most astonishing 
poster. 

Ws « 

Once upon a time this Corner thought 
the Salada tea advertisements for news- 
papers must be the easiest in the world 
to produce. They ran about six words 
and never seemed to change. 

But now the perfume folks have Salada 
licked a mile. 

Nine of them in a recent issue of The 
New Yorker averaged less than five words 
of copy per color page! 

Science of Advertising .. . 

A survey by a very large manufacturer 
and more-than-two-million-dollar-a-year 
advertiser of the penetration of his own 
and his half-dozen principal competitors’ 
advertising themes shows a top of 55 
per cent. 


Second has 45 per cent. 

Then 24, 18, 15 and 8 per cent. 

All use much the same media, at much 
the same rate. Which goes to show again, 
we think, that advertising still is far from 
an exact science. 

Footnote .. . 

Long time ago this Corner came out 
for strong, tough radio commercials. . 
and was severely taken to task by more 
than one writer-to-the-editor who fa- 
vored the softer approach. 

Now we have both Hooper and CAB 
sponsor identification reports on the big 
fall shows and once again the programs 
that feature straight-away commercials 
lead all the rest: 

Lux Radio Theater 

Your Hit Parade (Lucky Strike) 

Pepsodent show with Bob Hope 

Take It or Leave It (Eversharp) 

Walter Winchell (Jergens) 

Thanks to the Yanks (Camel) 

Only Fibber McGee and Molly (for 
Johnson’s wax) get up so high with the 
integrated announcements. But, once he 
gets in, Wilcox pours it out straight. 

Merry Christmas! 
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In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


By ELON G. BORTON, 
Advertising Director, 
La Salle Extension University 

Two weeks ago The Pay-Off in discuss- 
ing the subject of cumulative effect of 
advertising, pointed out that an ad in a 
publication will continue to pull responses 
for a long period after the issue is off the 
stands to make way for succeeding issues. 

Bill Menne sends me a table based on 
the records of a number of advertisers 
which illustrates this point. Taking the 
issues of February, for example, his chart 
shows that the total inquiries finally 
pulled by an ad are received by months 
about as follows: 


Feb. March April 
50% 20% 10% 4% 3% 


An analysis of 1,289 inquiries from 
some LaSalle ads in January issues of 
1943 largely agrees with Mr. Menne’s 
table. These ads ranged from 15 lines 
to a page, covered a variety of our train- 
ing courses, and appeared in magazines 
of different kinds—general monthlies, 
general weeklies and business papers— 
so they give a good cross section of our 
experience in offering home study busi- 
ness training. Each column represents 
the pull for a 30-day period after the 
issue appeared. 


First 

Period 2 3 4 
Inquiries 475 360 162 71 
Percentages 36% 28% 12% 5.5% 3% 
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May June July 
2% 2% 2% 2% 2% 1% 


Business Chart ot the Week 
Sales of Drug Stores, by Reg 
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Formerly La Salle kept a record of 
these inquiries for a two-year period but 
found that the percentage received after 
12 months (2-3%) was too small to justify 
the trouble—except in the case of publi- 
cations such as almanacs or yearbooks. 

As has been said before in The Pay-Off, 
this long pulling period varies with dif- 
ferent media. Monthlies will pull more 
slowly and longer than weeklies, and 
weeklies than daily publications. But all 
of them—and this includes direct mail 
and radio—will pull much longer than 
anyone who has not kept such a record, 
expects. 

Thus a campaign will 


direct mail 


Aug. Sept. Oct. Nov. Dec. 


usually keep bringing results ‘in sizeable 
quantity for weeks after it has been sent 
out—and straggling responses will often 
come in months later. 

Advertising very evidently has a longer 
life than may seem likely, probably be- 
cause of pass-on circulation, word-of- 
mouth repetition and the tendency of 
many people to delay action even though 
impressed. I would be much interested 
in any records of general advertisers who 
have noted the effects of this in dealer 
or salesmen sales. 


5 6 7 8 9 10 11 12 
42 44 28 24 27 25 23 8 
3% 2% 2% 2% 2% 2% 5% 
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How Business and Industry Are Preparing for a Peacetime World 


Expansion in Service Field 
Vital Postwar, Sloan Declares 


Based on the firm belief that 
the United States will find a st 


man of General Motors Corpora- 
tion, has advocated a program of 
expansion and development that 
involves investments of $500,000,- 
000. Mr. Sloan, speaking before 
the Investment Bankers Associa- 
tion in Chicago recently, said, 
however, that if reconversion is 
handled in such a way that a long 
period of unemployment results, 
the American people will lose con- 
fidence in the future, “and it 
might well turn the spiral of busi- 
ness downward after the period 
of reconversion is over.” 

Mr. Sloan asserted jobs are not 
created by wishful thinking or po- 
litical promises, but flow from “a 
combination of capital, manage- 
ment and opportunity and nothing 


! else.’ 
| this challenge of job opportunity, 


’ 


He said, “If we do not meet 


in view of the fact that I look 


/}upon it as a political, economic 


t ! able | and social matter, there will be a 
economic level following recon- | 


version, Alfred P. Sloan Jr., chair- | 


political demand on government to 
meet what private enterprise has 
not been able to meet.” 

Pointing out that only 24% of 
the job opportunities in the U. S. 
are in manufacturing, 23% in agri- 
culture, and 45% in the services— 
financing, communications, trans- 
portation, etc., Mr. Sloan said it 
is clear that “if we are going to 
step up from the forty-six million 
people gainfully employed to the 
fifty-five million or so that we 
would like to employ gainfully in 
the postwar period, that we must 
expand the job opportunities in 
the services. 

“That means that we must en- 
courage the development of small 
business,” he said. ‘‘We must en- 
courage more people to become 
proprietors, to be employers. We 


Everybody wants to get 
into the Act! 


[ tHar's ONE REASON BLUE LEADS ALL NETWORKS ON WEEKDAY MORNINGS. | 


— 


= yet July, Chicago was hotter than the hinges 


of hell. So what happens? At 8 o'clock one 
July morning, 1,250 females, steaming with ex- 
citement, storm a 450-capacity Blue studio to 
hear the magic voice, to ponder the fetching fea- 
tures of Don McNeill, MC of Blue’s “Breakfast 
Club.” 

The “Breakfast Club” zooms across the U. S., 
goes into Canada, on a bigger network than any 
other current program in radio: 188 U. S. sta- 
tions on the Blue, and 39 CBC stations. But un- 
happily for Blue’s fact-finders, this happens be- 
fore many Hooper Commandos are up and doing. 
Inthe CWT zone, Don McNeill is the signal for 
Hooper investigators to roll out of bed and get to 
the telephone. In the EWT area they have had an 
hour to get into the swing of things. When we 
include all zones the results are gratifying: 31% 
of the audience, a rating of 4.2. McNeill outpulls 
such lovelies as NBC’s “David Harum,” the “Star 
Playhouse”; CBS's “Valiant Lady,” “Bachelor's 
Children,” and “Bright Horizon,” —to namea few. 

O.K. Now, at 11:00 A.M., EWT, up pops Tom 
Breneman, speaking from Sardi’s in Hollywood: 
“Good morning, ladies!” 

Back comes a roomful of dames’ voices, “Good 
morning, Tom!” And if a// the Good Morning 
Toms from all over the country could be recorded, 
it would sound like the Anvil Chorus. For CAB 
has just discovered (November, 1944) that the 
second half* of “Breakfast at Sardi’s” leads all 
daytime programs on all networks. It is the top day- 
time show. It rates 6.8, snares 44.3% of a sub- 


THIS IS THE 
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stantial daytime audience which records show 
that the Blue, with ‘Breakfast at Sardi’s,” heiped 
build. Housewives who had switched off the tear- 
jerkers went back to listening when word of 
Sardi’s got around. 

* * * 


Here are a couple of things about these programs 
we want you to know: 


1. In March, 1944, Don McNeill mentioned that it might 
be a good idea to form a National Breakfast Club: 5,000 
listeners promptly shouted “Yea!” So one Friday, 
McNeill says: “We will.” Saturday he repeats: “We 
will.” On Monday telegrams, telephone calls and a ton 
of mail arrive—100,000 applications. Fibber McGee 
and Molly, J. Edgar Hoover, and the mayors of twenty 
cities want in, among others. Two months later appli- 
cations are still flooding in. More than a million by then. 

2. The sponsor, an old-timer in radio, and pretty calloused 
to large returns, makes an offer on Sardi’s requiring the 
investment of a dime and two box tops. Dimes and box 
tops come back, in a torrent. We can quote him as say- 
ing it was probably the most fantastic return in the 
history of radio business. And he ought to know. We 
can’t tell you how many, but the dimes would make a 
pile higher than the Empire State Building. Really. 
Research says so. 

3. In eighty-four cities, Blue has the only station in town. 
In these cities, the “Breakfast Club” has a Hooper of 
13.8; Sardi’s rates 23.8. 

4. These are two of the programs that help Blue get a dig- 
ger listening audience than any other network on weekday 
mornings—a record Blue has maintained every month 
this year. 


MORAL—IF BLUE CAN GET PEAK LISTENING EVERY 
WEEKDAY MORNING—CAN GET IT WITH WIN- 
CHELL—CAN GET AGAIN AND AGAIN —AND 
WITH PROVED SALES RESULTS—AND FOR LESS 
MONEY... WHAT ARE YOU WAITING FOR? 

*The first half is No. 10 show. 
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must encourage the doug! 9, 
when he comes back and look. fo, 
a job, to set himself up in © yj. 
ness.” He lauded the ABA {fo 
taking action to provide the fijap. 
cial service to make such a ‘jing 
| possible, and summing up his op. 
viction as to the validity of the 
opportunity and our enormoy; 
economic resources proving hj 
contention that we will find , 
higher standard of living, he <aigq: 
“I think a_ rabbit-out-of-the-ha 
approach to the problem of econ. 
omy is finished. I think Sant, 
Claus is going to be put back jp 
his normal place of operation.” 
* 


From a recent U. S. farm map. 
ket study made by the George § 
May Company, Chicago, industria] 
engineer, the Country Guide of 
Winnipeg, Manitoba, concludes 
that in Canada, also, there is “, 
bonanza in the offing for manu- 
facturers.” 

Declaring it sees a seemingly 
assured postwar prosperity, the 
report says, “Indications are that 
farm income would remain at a 
high level for at least several 
years after the war ends and prob- 
ably longer, because (1) demand 
will continue; (2) ability to pro- 
duce will continue; (3) policy of 
aiding war-torn countries will 
continue; (4) government price 
support will continue; and (5) 
production costs should level off 
since less labor will be required 
as machinery becomes more plen- 
tiful and farm wages will continue 
to decrease as demobilization in- 
creases the labor supply. More- 
over, the farmer will start into the 
postwar period in better shape 
than he has ever been since he 
will not have to carry a heavy 
debt load for unpaid land, imple- 
ments, taxes or other indebtedness 
with their accompanying heavy in- 
terest charges.” 

“All this and other factors,” 
their report asserts, “constitute an 
attractive picture of the present 
and prospective farm market and 
especially so because of the tre- 
mendous backlog of farm and 
home necessities. . . Besides imple- 
ments, our dealer survey indicated 
the principal and first wants of 


Roush ive 


ACTIVE 
SALT LAKE 


Utah has one of the bigh- 
est per capita ratings as 
| a radie Iistening market. 
| JOHN BLAIR & CO. 
National Representative 
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farmers Will be tractors, trucks, 
new and better farm build- 
ing: and housing, better furniture 
ana furnishings, radios, washers, 
jigh'ing plants or electricity and 
app! ances if these are now avail- 
able ett.” 

* * 
$10,000,000,000 market in Cen- 
tra! end South American countries 
for U. S. machinery and products 
during the first postwar decade is 
indicated from results of a survey 
mace by the Office of the Coordi- 
nator of Inter-American Affairs. 

The report declares that “the 
types Of equipment which the 
other American republics are likely 
to require will range from com- 
plete hospital trains to simple 
hand tools, such as shovels, axes 
and machines.” Also needed will 
be bulldozers, tractors, road-build- 
ers, landing boats and barges for 
river and ocean transport, cranes, 
locomotives, railroad cars, refrig- 
eration units, planes, electrical 
equipment, power lathes, saws, 
mining. machinery and scientific 
apparatus. 


> 


* * * 


In “Tomorrow’s Town,” publi- 
cation of the National Committee 
on Housing, Inc., a discussion of 
proposed urban redevelopment 
legislation in California points out 
that the spread of city blight 
means huge loss of property values 
and decreased revenue for munici- 
pal treasuries as well as con- 
stituting one of the nation’s most 
serious economic problems. Also, 
it declares, most of the suggested 
remedies — including low-cost 
housing—have been criticized as 
not sufficiently broad in scope to 
effect a cure. 

The article outlines the legisla- 
tion proposed to give California 
municipalities legal power to ini- 
tiate redevelopment action and 
carry it on as far as necessity re- 
quires and funds permit. Its chief | 
features: (1) Retention by the city | 
of the right to condemn and as-| 
semble sites; (2) the leasing or | 


selling of the land, with owners 
being given an opportunity to 
make contracts for redevelopment; 
(3) no profit controls, but enforce- 
ment of standards deemed neces- 
sary to protect the public inter- 
est; (4) redevelopment agencies 
under control of the governing 
body to be established to arrange 
contracts, acquire land, handle 
finances, supervise improvements 
and enforce restrictions; (5) funds 
to cover the difference between 
cost and sale price of land to be 
secured by allotments from the 
municipality, borrowing on reve- 


nue bonds, or by loans or grants 
from state or federal sources. 


Moore Groups Merge 


Nine United States and Cana- 
dian subsidiary companies of 
Moore Corporation Ltd., will unite 
Jan. 1 to organize Moore Business 
Forms, designer and producer of 
business system forms with offices 
at Niagara Falls, N. Y. The new 
organization will place national 
advertising in Canadian and U. S. 
publications through N. W. Ayer & 


Named Copy Executive 

John O. Ellington Jr., formerly 
with Roy S. Durstine, Inc., New 
York, has joined Badger & Brown- 
ing*& Hersey, Inc., New York, as 
copy executive. Mr. Ellington pre- 
viously was with N. W. Ayer & 
Son and Newell-Emmett Company, 
New York. 


37 
Malone to WABC Sales 


Thomas Malone, a member of 
the construction and building op- 
erations department at Columbia 
Broadcasting System for the past 
seven and a half years, has been 
appointed to the sales staff of 
WABC, New York, as an account 


executive. 


Son, Philadelphia. 
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..»» Oklahoma City Will Steam 
Ahead Into Peacetime Production 


The Oklahoma City of today is intent on 
getting the war over. More than 19,000 men 
and women at the Douglas Aircraft plant and 
more than 18,000 civilian workers at the Okla- 
homa City depot of the Air Service Command 
are daily demonstrating their determination to 
finish the task. 

When today’s sober job is over and the con- 
version to peacetime production must be made, 
Oklahoma City’s job is simple. 

The $40,000,000 Oklahoma City Douglas 
plant is devoted exclusively to the manufacture 
of the famed C-47 cargo plane. The Oklahoma 
City plant is the only one in which this ship is 
made. 

Yesterday these planes were luxury airliners 
plying the airlanes from coast to coast. Today 
they are carrying supplies into battle zones, car- 


NOM 
UM 


rying out the wounded, ferrying full loads of 
paratroopers well behind enemy lines. To- 
morrow they will be swinging into a peacetime 
air freight service or into the job of transporting 
the army of airborne salesmen whose post war 
territory will be the world. 

In the air, on the ground, below the ground, 
Oklahoma City will waste no time in getting 
back to work in peace. Neither its manufac- 
turing, its agriculture nor its oil industries will 
require any major re-tooling to make the 
change-over. 

You can prevent any post-war conversion lag 
in sales by making sure that Oklahoma City is 
on your first list for after-the-war advertising... 
that the Oklahoman and Times is given the job 
of telling its more than 260,000 people about 
your new products. 
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Chicago Mail Order 


418 SO. MARKET STREET, CHICAGO 7, WABASH 3304 


Elects Jackson 


Robert W. Jackson, director of 
merchandising of Chicago Mail Or- 
der Company, since 1942, has been 
elected president, succeeding Ed- 
gar L. Schnadig, who becomes 
chairman of the board. 

Eaton B. Lloyd Jr., general mer- 
chandise manager, has been pro- 
moted to vice-president in charge 
of merchandising, and George Cul- 
linan has been advanced from sales 
manager to vice-president. in 
charge of advertising and sales 
promotion. 


Soell Joins WJZ Sales 


John B. Soell, formerly with the 
sales department of KXOK, St. 
Louis, and recently released from 
the U. S. Maritime Service, has 
joined the sales staff of WJZ, New 
York. 


Buys Outdoor Company 


Ulster Advertising Company, 
Springfield, Mass., has purchased 
control of the Schenectady Out- 


door Advertising Company, Sche- 
nectady. 


& 
Vj 


Postwar Population Shifts 
will 


be Negligible! 


Postwar population losses, a big ques- 
tion mark in many sections of the coun- 
try, hold little threat for the eight Booth 
Michigan Markets. The wartime popula- 
tion factor in these eight markets has 
remained unusually stable. 

Home ownership is remarkably high. 
Savings are at an all-time peak. And the 
accumulated demand for Michigan’s 
peacetime products . . . automobiles, fur- 
niture, refrigerators, radios and other 
needed articles . . . promises record- 
breaking employment and payrolls for 
a long time. 

Eight of your most important Mich- 
igan Markets are available for promo- 
tionthrough Booth Michigan Newspapers. 
Total circulation, over three hundred 
and fifty thousand copies daily! 


Even today, under wartime difficulties, 
you can advertise in Booth Michigan 
Newspapers with a minimum of schedule , 


restrictions. 


For more information on Booth Markets, 
ask 


Dan A. Carroll, 110 East 42nd Street, 
New York City 17 


John E. Lutz, 435 N. Michigan Ave., 
Chicago ll 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


Advertising Age, December 


Louise Wetherbee Walker and S/Sgt. Pierre Daniel Houdry, n Dn 
of Eugene J. Houdry, pres. of Houdry Process Corp., have announ ad Chi 
their engagement. . . Among OWI men publishing the Leyte-Samar y de 


Free Philippines, first post-liberation American newspaper to appear 


in the Philippines, is Edward Perry Hughes, formerly of the Broo! 


lyn Eagle, who was publicity director of the Postwar Employm nt 
Awards committee and of the American Red Cross before joining 
OWI. The first issue of the new paper hit the streets 9 days after 
Leyte D-Day, and was printed in Tacloban on a guerrilla press 


recaptured from the Japs... 


Graham Patterson, publisher of Farm Journal, and pres. of Phila- 
delphia’s Poor Richard Club, will present Bob Hope with the club’s 


gold medal for outstanding 
achievement of 1944 at the an- 
nual award dinner Jan. 17. 
Among previous winners are 
Col. David Sarnoff, RCA pres.; 
Eddie Rickenbacker, pres. of 
Eastern Airlines; Alfred P. 
Sloan Jr., chairman of General 
Motors; and Walter D. Fuller, 
pres. of Curtis Publishing Co... 

The wife of United Fruit 
Company’s v.p., John J. Kel- 
leher was the sponsor of the 
all-refrigerated ship S.S. San 
Jose, launched Dec. 10 at the 
Mobile yards of the Gulf Ship- 
building Co. for the United 
States Mail Line, a subsidiary 
of the fruit company. Maids 
of honor were Mrs. Kelleher’s 
daughters, Mrs. Eugene Simon 
and Mrs. Ruth Ferry. . . John 
M. Huggett, former acct. exec. 
of Ketchum, MacLeod & Grove, 


PIPE OF PEACE—To mark the end of 
an old-time rivalry, William B. Lewis, 
vice-president and radio director of 
Kenyon & Eckhardt, New York, is offer- 
ing a peace pipe to John Swallow, 
K&E's director of Pacific Coast radio 
operations, at a cocktail party given in 
Mr. Swallow's honor. In bygone days, 
Mr. Lewis was vice-president in charge 
of broadcasts for CBS, while Mr. Swal- 
low was program director for NBC in 
Hollywood. 


Pittsburgh, has been promoted 
to captain in the Marine Corps, where he is now serving in the nail 
Pacific as air combat intelligence officer. . . rou 

Hilda Gould, assoc. ed. of Cosmopolitan, and Richard Lawrence 
Rosenthal, v.p. of the York Safe & Lock Co. nd sec. & treas. of the py 
Westchester Chemical Co., were married recently in New York... 
The James H. McGraw medal for cooperation was awarded post- 
humously to the widow of Carl M. Snyder, gen’i mgr. of appliance ‘ 
sales for G-E at the time of his death, for his work in “advancing hose 
better housing and the collective action of all branches of business nail. 
and industry which he brought about for that purpose.” The award lim 
was made at a dinner by S. B. Williams, sec. of the committee of un’ 
awards and Electrical World ed., and sponsored by Howard Myers, acili 
Kenneth K. Stowell, Joseph B. Mason, and Kenneth Reid, editors 
of Architectural Forum, Architectural Record, American Builder 
and Pencil Points, respectively. Judges were H. C. Thuerk, pres. of 


N. J. Power & Light Co.; John M. Newton, pres. of Oakes Electrical Be 
Supply Co.; W. J. Wheeler, pres. of the Maintenance Co., and A. D. ece 
Cameron, v.p. of Holophane Co... eC 

Mrs. Madeleine Carey Reed and Elliot Holt, who was for many st 
years v.p. of Henry Holt & Co., New York, publishing house, were ngs 


married recently 
in New York. 
Powell M. Cabot, 
chmn. of the 
Massachu- 
setts Develop- 
ment & Indus- 
trial Commission, 
was best man... 
The Dec. 4 NBC 
broadcast of the 
Firestone sy m- 
phony orchestra 
featured a 
new composition, 
“Rhapsodie Mod- 
erne,” written by 
21l-yr. old Eliza- 
beth Firestone, 
daughter of Har- 
vey S. Firestone 
Jr., pres... 

J. Raymond 
Bell, director of 
public relations 
for Pennsylvan:a- 
Central Airlines, 
will be publicity 
director for ine 
1945 celebrat.on 
of the Presider 's 
birthday in té 
District of Co 
lumbia. He \ 
also help out 
a member of the planning committee for the third annual nati¢ 
public relations conference which NIIC will sponsor in New Y 
in January. .. Allen B. Sikes, eastern ad mgr. of the Bureau 
Advertising, was speaker at the first meeting of the read 
habits group of the New York chapter, American Marketing Ass 
Dec. 11... 

M-G-M’s v.p. in charge of adv., Howard Dietz, is co-author w 
Rouben Mamoulian of the current Broadway musical play, “Sa 
Thompson,” based on the Maugham opus “Rain.” .. Arthur Hu'! 
Hayes, WABC gen’l mgr., is the newly-appointed OWI informati 
regional consultant for New York, succeeding Herbert L. Pett« 
WHN director... 


LOCAL COLOR—Pacific Advertising Association offi- 
cials were greeted in true western fashion on their 
recent visit to Phoenix. Left to right are: W. D. (Bucky) 
Harris, past president of the Phoenix adclub; Charles 
W. Collier, managing director of the PAA; Don Willis, 
president of the Phoenix club, and George Weber, 
partner in Mac Wilkins, Cole & Weber, Seattle, and 
president of the PAA. 
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Look’ Magazine 
ses Field Tests 
on Direct Mail 


Chicago, Dec. 13.—Field surveys 
. determine factors influencing 
ne effectiveness of direct mail 
ubscription promotion have been 
tarted by Look magazine, Lester 
yhler, subscription manager, told 
he Direct Mail Club of Chicago 
oday. Preliminary work has in- 
Ficated that the greatest problem 
bf direct mail advertisers is to get 
ecipients to open the envelopes, 
nce it has been determined that 
esponse from those who open let- 
ers and read them is substantial. 
Testing, Mr. Suhler said, is the 
ey to success in direct mail effort. 
ests on copy and lists is more 
broductive than testing such de- 
ails as color, layout and letter- 
eads. He warned against ac- 
epting the results of small test 
nailings as conclusive, and recom- 
mended the pyramid method of 
ilding conclusions on a consid- 
rable number of tests. He sug- 
bested that in using test mailings, 
iternate names from a list be 
lected, in order to avoid any 
hange in the general complexion 
bf the lists tested. 

Mr. Suhler described an idea 
ecently used by Look, which con- 
hucted a company-wide contest 
or subscription letters, $25 war 
bonds being given to those whose 
etters were adjudged good enough 
o test, with $50 war bonds going 
o the authors of the two letters 
which produced best in test mail- 
ngs. He said that some valuable 
deas for new approaches in direct 
mail selling were developed 
hrough this contest. 

Two-page letters or those with 
py on two sides have produced 
etter than single-page letters, he 
aid. Air-mail return envelopes 
rave likewise shown a tremendous 
ncrease in pulling power over 
jose offering prepaid ordinary 
nail. This device is being used on 
limited basis at present, on ac- 
unt of the pressure on air-mail 
acilities during wartime. 


AB Plans Nat'l Ratings 
or Spot Programs 


Beginning with its November- 
ecember 81-city program report, 
e Cooperative Analysis of Broad- 
sting will provide national rat- 
ngs on nationally broadcast spot 
adio programs. Many multiple- 
ly spot programs, individually 
laced in various cities on stations 
trespective of network affiliation, 
lave been transcribed, it was ex- 
‘ained, and are adaptable to indi- 
idual-city placements. 


YE’ CATCHERS 


* 


ETS. ca eee 
: OX a Se eee 


§ te 


DT TO CATCH THEIR EYE 
CAN MAKE THEM BUY 


e that reaches out and grabs 
ickly guarantees a flying start 
table results. That’s our job! 
ndred new photo subjects on 
ery month . . . all situations 
of business . . . ali permeated 
Newest techniques . . . newest 
vest photography. If you have 
the creative pie of Sales Pro- 
*CATCHERS will make your 
and at $5 a month it can be 
any budget. Write now for 
No. 101 and details of sub- 
No obligations. 

10 E. 38th St. 


(CHERS, INC. now verx city 
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Joins Galvin Sales 


Edward L. Pincus, formerly 
chief field expediter for Philco 
Corporation, Philadelphia, has been 
appointed Middle Atlantic district 
sales manager of Galvin Mfg. Cor- 
poration, Chicago, maker of Mo- 
torola radios. 


Joins Wyeth 
Frances ‘Atwater, formerly ad- 
vertising manager of Lederle Lab- 
oratories, New York, has joined 
the sales promotion staff of Wyeth, 
Inc., Philadelphia, as executive 


assistant to Stuart V. Smith, di- 
rector of sales. 


$10,000 Offered in 
House Design Contest 


Prizes totaling $10,000 are being 
offered in a nationwide architec- 
tural competition for the design of 
a “House for Cheerful Living,” 
sponsored by Pittsburgh Plate 
Glass Company and Pittsburgh 
Corning Corporation. The contest 
is being conducted as an editorial 
feature of Pencil Points, architec- 
tural publication, New York. 
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Warnock Joins Upham §$§Joins Munsingwear 


William E. Warnock, recently J. A. Berlin, for the past 12 
honorably discharged from the| years general sales manager of 
'U. S.*naval reserve, has been ap-| Gordon & Ferguson Company St. 
| pointed assistant account executive Paul, has joined Munsingwedr, 
with Philips Webb Upham & Co.,|Inc., as eastern sales manager at 
New Haven, Conn. | New York. 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. 


| 


located in how many states . . 


AUTOMOTIVE and Aviation INDUSTRIES 


CHILTON AUTOMOTIVE PUBLICATIONS 


Chestnut and 56th Streets 


The News; 


Your Copy of “TOMORROW ?- 


How many automotive industrial 
plants were there before the war... 


. buy- 


ing in how many markets? 


"TOMORROW" tells you. 


How many car and truck dealers and 
independent service establishments 
(exclusive of gasoline stations) were 
there prior to December 7, 1941?— 
and how many are there today? 


"TOMORROW" tells you. 


MOTOR AGE 


® 


Did You Receive 


These, and many other facts and fig- 
ures on the various divisions of the 
automotive market, intended to pro- 
vide both a background, and a basis 
for post-war planning, are included in 
this Handbook of the Automotive 
Market. 


CHILTON Automotive Publications 
do not offer "TOMORROW" as in- 
finite wisdom; rather as a background 
of facts available while copies last, 
for those who are interested in auto- 
motive marketing — today and 
tomorrow. 


COMMERCIAL CAR JOURNAL 


Philadelphia 39, Pennsylvania 
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Lipton to Sponsor 
‘Inner Sanctum’ 
for Tea and Soups 


New York, Dec. 14.—-Thomas J. 
Lipton, Inc., subsidiary of Lever 
Bros. Company, Cambridge, will 
take over “Inner Sanctum” Jan. 2, 
the week after Colgate-Palmolive- 
Peet Company, Jersey City, discon- 
tinues the mystery series for Col- 
gate toothpowder on 123 CBS sta- 
tions, Wednesday, 9-9:30 p. m., 
EWT. 

Lipton will sponsor the series 
for its tea and soup mix products 
on the full CBS network in the 
Tuesday 9-9:30 p. m., EWT, period 


currently filled by Lever’s “George | CBS stations, it will substitute the 


Burns and Gracie Allen” program, 
which moves Jan. 1 to Monday 
nights on CBS. Young & Rubi- 
cam, New York, is the Lipton 
agency. 

Colgate on Jan. 6 will change the 
format of ‘““Palmolive Party,” heard 
on the full NBC network, Satur- 
day, 10-10:30 p. m., EWT, substitut- 
ing a comedy series starring Judy 
Canova and promoting Palmolive 
soap and Halo shampoo. Ted 
Bates, Inc., New York, is the agen- 
cy. For Colgate toothpowder, 
C-P-P has started a campaign of 
daily transcribed announcements 
on 193 stations throughout the 
country, through Sherman & Mar- 
quette, New York. 


P&G Sets CBS Test Show 


After Procter & Gamble Com- 
pany, Cincinnati, discontinues “I 
Love a Mystery” Dec. 29 on 73 


Jack Kirkwood program, now on 


|CBS West Coast stations only, on 


59 of the 73-station contract, with 
the remaining 14 stations being 
used for a test program, entitled 
“Let’s Listen to Spencer.” This 
test show will be heard on 12 se- 
lected New England and New York 
state outlets, WGBI, Scranton, Pa., 
and WJR, Detroit. 

Both Kirkwood and the test pro- 
gram starting Jan. 1, will be heard 
7-7:15 p. m., EWT, with an 11-11:15 
p. m. EWT, repeat, Monday 
through Friday, products promoted 
to be Oxydol and Ivory soap. 
Compton Advertising, New York, 
handled “I Love a Mystery” and 
Kirkwood, and Dancer-Fitzgerald- 
Sample, New York, will place the 
Spencer series. 


G-F Cancels ‘Malone’ 
General Foods Corporation, New 


if 
4 


dln Up 


OS 


_.. In a Cooking Mood 


They can TEST by TASTE the food products you 
make and choose the BEST by TEST. Remember, 
they can BUY $437,925,000 worth of FOOD at 
the 21,750 food stores in WTAM’s Primary 
Area. But they won’t buy a product they don’t 


know and they can’t buy a product the retailers 


per Housewife. 


CLEVELAND 


sy REPRESENTED BY NBC SPOT SALES 


Millions stay tuned to the 


National Broadcasting Company 
It’s a National Habit 


don’t stock. Keep reminding them of your brand 
name on WTAM. The cost is only $.000073 


America’s No. 1 Network 


Coe _ poe 


A Service of Radio 
Corporation of America 


Advertising Age, December 1; 


York, on Jan. 5 is discontinuing 
“Young Dr. Malone,” serial heard 
for Post’s 40% bran flakes on the 
full CBS network, Monday through 
Friday, 2:30-2:45 p. m., EWT. Ben- 
ton & Bowles, New York, is in 
charge. 


Waring Moves on Blue 


Owens-Illinois Glass Company, 
Toledo, on Jan. 4 is moving the 
Fred Waring program on 181 Blue 
Network stations from Thursday 
7-7:30 p. m., EWT, to 10-10:30 p. m., 
EWT, the same evening. Agency 
is J. Walter Thompson Company, 
New York. 


Moves Show on Full CBS 


On Jan. 1, Manhattan Soap Com- 
pany, New York, will move its 
Monday through Friday CBS se- 
rial, ‘“‘The Romance of Evelyn Win- 
ters,” from 5:15-5:30 p. m., EWT, to 
10:30-10:45 a. m., EWT, to be va- 
cated Dec. 29 by Standard Brands’ 
“This Changing World.” Manhat- 
tan will increase its contract at the 
same time from 28 stations to the 
full CBS network. Agency is Du- 
ane Jones Company, New York. 


Hemo Drops Hurst 


Borden Company, New York, 
which began sponsorship in July 
for a 26-week period dramatiza- 
tions of stories by Fannie Hurst, is 
discontinuing the Saturday half- 
hour on 189 Blue stations after the 
Dec. 30 broadcast. Program is 
heard 10-10:30 a. m., EWT, in the 
interests of Hemo. Agency is 
Young & Rubicam, New York. 


Elgin Plans Xmas Show 


Plans for the two-hour Christ- 
mas Day program Elgin Na- 
tional Watch Company, Elgin, II1., 
will sponsor on CBS 4-6 p. m., 
EWT, include Don Ameche as 
m.c., and such guest talent as 
George Burns and Gracie Allen, 
Bing Crosby, Jack Benny and 
Rochester, Vera Vague and Bob 
Hope, Carmen Miranda and Ginny 
Sims. The entire show will be 
shortwaved to our armed forces 
overseas simultaneously with the 
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Lhis WILL HELP BING 


--and WAR BONDS will give him a 
fresh start when the war is over 


JOS. SCHLITZ BREWING CO. shiivesie iy; 


AIDS DRIVE—Jos. Schlitz Brewing Co, 
Milwaukee, placed this simple, byt 
effective, copy in newspapers through, 
out the country to back the 6th Wa; 
Loan drive. 


domestic broadcast. Agency is J 
Walter Thompson Company, Ney 
York. 


New Ford Show Starts 


Ford Motor Company, Detroit 
on Dec. 8 began its new musica 
series (AA, Oct. 30), under the 
title “Stars of the Future,” at the 
same time cancelling the five-da 
news show, “Watch the World Galt 
By,” on the Blue Network. Tha 
program, heard Friday, 8-8:30m 
p. m., EWT, on 175 stations, fea 
tures Lawrence Brooks and 
Frances Greer, with music ar 
ranged by Russell Bennett. Ford 
continues “Early American Dancg 
Music” on Saturday, and “Green 
field Village Choir,’ Sundays, o 
the Blue. J. Walter Thompso 
Company, Chicago, is the agency 

With the Ford cancellation of 
the 8 p. m. spot across the board 
Westinghouse Electric & Mfg 
Company, Pittsburgh, will move 
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FOR A HAY STACK 100 FEET 
WIDE, ONE MILE LONG, AND 
96 FEET HIGHER THAN TH 
EMPIRE STATE BUILDING 


MISSOU! ‘SR 
3rd 
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ST. JOSEPH NEWS-PRESS and GAZETTE and KFE® 
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ed Malone Dec. 11 to that period 
fonday, Tuesday and Wednesday, 
h0:15-10:30 p. m., EWT, Monday, 
vednesday and Friday. Agency is 
hicCann-Erickson, New York. 


G-E to Air New Show 


General Electric Company, 
. Rridgeport, Conn., on Jan. 15 be- 
} ins sponsorship of the “General 
Fiect).c House Party” on the full 
| ‘BS network, Monday through 
‘riday, 4-4:45 p. m., EWT. The 

rogram, originating in Hollywood, 

vas placed through Young & Rub- 
" cam, New York. 


Wilson Airs Pro Playoff 


Wilson Sporting Goods Com- 
any, Chicago, will be the exclu- 
ive sponsor on the Blue Network 
hf the national professional foot- 
ball championship game, Dec. 17, 
to 4:30 p. m., EWT. United 
kiates Advertising Agency, Chi- 


throughgmeago, is the agency. 

bth War Beer Group Sponsors Symphony 
The Missouri Brewers Associa- 
ion on Dec. 3 began sponsorship 
pf its second annual series of con- 

oy is ygperts by the St. Louis Symphony 

y, Neygprenestra. The concerts will be 


roadcast over KXOK, St. Louis, 
tnd KFRU, Columbia, Mo., and 
ts ver nine other stations through- 
hut the state by means of tran- 


nar: criptions, Sundays, 1-1:30 p. m., 
jer thage WT. Olian Advertising Company, 
at thgpt. Louis, handles the programs, 
've-daypn which there are no commercial 
orld Ga nnouncements, 

k. The - 

8-8:3qmlo Agency Service 

~ feag Albert L. Gale, for the past four 
<8 @G@iears with J. R. Hamilton Adver- 
IC arising Agency, Chicago, has joined 
‘ Ford gency Service Corporation, Chi- 
eos ago, as vice-president. 

ays, 0 * « 
snpsaiftieads Endo Advertising 
agency™™ Sidney Jackson has been ap- 


tion of 
board 

Mfg 
| move 


pointed professional service direc- 
or and advertising manager of 
ndo Products, Richmond Hill, 
.. Y., pharmaceutical manufac- 
rer. 


0 Caldwell Baker 


C. M. Davis, formerly publicity 
irector of L. S. Ayres & Co., In- 
lianapolis department store, has 
bined Caldwell - Baker Company, 
ndianapolis, as vice-president in 
harge of consumer goods ac- 
ounts. 


becomes Cary, Inc. 


The company name of Cary- 
Ainsworth, Inc., Des Moines 
gency, will be changed, effective 
an. 1, to R. H. Cary, Inc. Mr. 
ary remains as president of the 
ompany and there will be no 
hange in management or policy. 


ey officials in Wash- 
ton d TIME regularly than 
a ther magazine, however 
rculation. 


{ 
a 2 The members of Congress 
7 vc TIME the most important 
» U magazine that carries 


tising. 


For urther details write to 


TIME 


Rock » eller Plaza, New York 20,N. Y. 


Advertising Age, December 18, 1944 


Joins Jim Duffy 

Harrison M. Howard, for 21 
years a member of the Chicago 
Tribune advertising staff, has re- 
signed to join Jim Duffy Advertis- 
ing Agency, Chicago, as vice-presi- 
dent and copy chief. 


Blish Appointed 

Talk - A- Phone Mfg. Company, 
Chicago, manufacturer of inter- 
communication systems, has ap- 
pointed Dwight M. Blish Advertis- 
ing, Chicago. 


Joins Corning Glass 

Clay W. Stephenson, formerly 
with National Laboratories Cor- 
poration, Kansas City, has been 
appointed sales promotion man- 
ager of the consumer products di- 
vision of Corning Glass Works, 
Corning, N. Y. He will direct ad- 
vertising and merchandising of 
Pyrex brand ovenware, tumblers, 
tableware and novelties. 


Fruehauf Boosts Tice 
A. K. Tice, sales manager of 


Fruehauf Trailer Company, De- 
troit, has been elected vice-presi- 
dent in charge of sales. 


Kemp Joins McCann 


Arthur J. Kemp, with Columbia 
Broadcasting System for more 
than 10 years, most recently as 
Detroit manager, will join Mc- 
Cann-Erickson, Inc., New York, 
effective Jan. 1. Previously Mr. 
Kemp had been eastern repre- 
sentative of the Columbia Pacific 
Network, with headquarters in 
New York. 
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Elected to Four A’‘s 


R. T. O’Connell Company, New 
York, has been elected a member 
of the American Association of 
Advertising Agencies. 


SIGNS OF LONG LIFE’ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S.A. 


The World's Largest Maonufocturers of 


All Types of Signs 


—_——__—_—_2—__J 


TEST TODAY'S NEW 
SOUTH WITH 
HOLLAND'S 


The Magazine of the NEW South \ 


OUTH 


increased 83.8% in the last four years! And per capita sales have increased 


| 


® Drug store sales in today’s New South have 


94.3%. There’s no doubt about it—markets are marching South and 


drug store sales are moving with them. The homeloving South, with its 


prosperous small towns, its unprecedented industrial growth, and its 


wealth of natural resources that are just beginning to be tapped, is the 


nation’s newest frontier—a frontier that offers unlimited opportunities 


to the advertiser with an eye on the future. And the advertiser who wants 


to share in the Southland’s new wealth chooses Holland’s as the surest 


channel to reach his market! 


52 VANDERBILT AVENUE, NEW YORK 


75 EAST WACKER DRIVE, CHICAGO 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 


West Coast Representative. SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 
GARFIELD BUILDING, LOS ANGELES 


DALLAS 
*TEXAS* 


Hollands — an Tutegral Part of Todays New South 


Holland's Magazine is an integral part of 


6 imeem 


today’s New South. For more than 39 years, 
Holland's has grown with the South. It has 
steadily increased its circulation among fam- 
ilies above the average in buying power 
and standards of living. That is because 
Holland's is keyed to the South—editorially 
it alone fits the seasons, climate, social cus- 
toms and economic conditions of the urban 
and the small town South. Not only does 
your ad in Holland's receive 48% more 
reader interest than it does in leading 
national magazines,* but it receives plus 
value — Holland's readers keep their old 


copies, referring to them time and again. 


*In proportion to circulation, according to L. M. 


Clark Reader Inter: st Survey. 
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Says Textile Industry 


Offers ‘Bright Spot’ 

To the Editor: The article pre- 
senting a pessimistic view of the 
postwar outlook in textile activity 
on Page 40 of your Oct. 16 issue 
has come to my attention. It is 
certainly strange that anyone, even 
a box manufacturers’ association, 
making a survey of the postwar 
picture in the textile industry, 
should come out with such a cock- 
eyed set of conclusions. 

They offer strange contrast to 
the fact that both OPA and WPB 
recognize the necessity for con- 
tinuing textile controls far beyond 
V-E Day. It has been remarked 
that the removal of export con- 
trols alone would be sufficient to 
bring clothes rationing to the 
American public for the first time. 
In other words, it is well recog- 
nized by men familiar with the in- 
dustry that textiles will remain in 


This department is 


short supply, with civilian goods 
inventories at the lowest point in 
recent history, with a public anx- 
ious to replenish its wardrobe, and 
with commercial-export demands 
reaching unprecedented propor- 
tions. 

Reports from Washington indi- 
cate that it is extremely doubtful 
that any surplus textiles will be 
thrown on the market in a manner 
to damage the business of the in- 
dustry. 

Furthermore, during the war the 
textile industry has been kept by 
the WPB from expanding its ca- 
pacity; and therefore, unlike many 
other industries, it is not faced 
with any shrinkage problem. On 
the contrary it wants to expand. 
In addition, it has been pounding 
its machines at the highest rate in 
its recorded history without any 
opportunity to replace them; and 
a Textile World survey made last 
month shows that it already has a 


a reader’s forum. Letters are welcome. 


postwar renovation and modern- 
ization plan running in excess of 
$640,000,000, which compares with 
an actual expenditure in 1939 for 
major plant and equipment of only 
$87,670,000. 

In other words, instead of facing 
a gloomy future, the textile indus- 
try has the distinction of offering 
one of the few genuine bright 
spots as a postwar market for 
equipment and supplies. Here is 
one of the largest industries in 
America ready and waiting to help 
bolster the country’s economy in 
the postwar era. 

EpwIn D. FowLE, 
Publisher and Editor, Textile 
World, New York. 


2 , i ae 
Timely 

To the Editor: As an incidental 
advertising sidelight, here is an ad 
we prepared a little more than a 
month ago. It beat the actual 


One Newspaper Delivers 


Adequate Coverage in Nebraska 


and southwestern lowa 


Omaha. NEBRASKA 


BANK CLEARINGS 
“Ooubled swe 1939/ 


12 MO. ENDING ocT. '44 $3120,195,575.00 


NEBRASKA 


STILL AMERICA'S WHITE SPOT 


No Bonded Indebtedness—No 


Sales Tax—No Income 


Tax 


|2 MO. ENDING OCT. '39 
GAIN — 99% 


The above figures 


of business! 


1,560,741,763.00 
$1,559,453,812.00 


. . lots 


spell BUSINESS . 


Are you getting or planning on 


getting your share from the Omaha—Nebraska 


—southwestern Iowa Market? 


Rarely before in all history have sales poten- 


tials ranked so high in a single great market. 


Every business index points to sales opportu- 


nities. 


Consider, also, this fact . . 


. in this important 


market, this newspaper offers you an all-time 


high coverage of every other family in the en- 


tire state of Nebraska. 


One of the 


Ouners a Ope ve 


Nation's 


The Omaha World- 


Herald is a must for top consideration when 


planning your advertising schedules. 


Omaha WORLD-HERALD 


Newspapers 


Great 
Rede Se » KOWH 


U 


Paid Circulation Average, October, 201,275 Daily — 202,497 Sunday 


Nat'l Representatives, O'Mara & Ormsbee, Inc. New York, Chicago, Detroit, Los Angeles, San Francisco 


Only 7 Newspapers in the Nation top The Omaha World-Herald in percentage of Statewide coverage. 


Advertising Age, December 18. igg, MMAdv 


Tokyo bombing by six days, which 
is not bad considering that Busi- 
ness Week has a pre-date and the 
magazine actually is received by 
its readers between the 20th and 
22nd. 

EVERETT ADDOMS, 
Vice - President, Evans As- 
sociates, Inc., Chicago. 

> a © 


Asks Truth About 


Cigaret Shortage 


To the Editor: Three cheers for 
Brown & Williamson. By acknowl- 
edging the cigaret shortage in 
their advertising, they’ve con- 
vinced me that they’re the most 
sensible of the tobacco manufac- 
turers. 

The general attitude of the 
ciggie people has annoyed, among 
others, myself. This “yes, we have 
no bananas” theme, I believe, is 
simply poor public relations. In- 
itially, it frustrates John Q. and 
eventually it becomes distasteful 
to him. 

“School larnin’” in public rela- 
tions has told me that bad pub- 


licity involving “my” firm is noth- | 


ing to avoid or pass over lightly. 
The only way to meet a situation 
like that is head on .. . smack the 
detrimental story in the puss and 
knock it cold before it becomes a 
monster. 

How and why? Don’t avoid the 
public’s queries or the newspapers’ 
interest. As a matter of fact, you 
can’t. The pressure is too great, 
and the untrue rumors that pass 
around invariably are uglier than 


| the true facts. Invite the public’s 
;education to the complete, un- 
| abridged truth. Lay the facts bare, 


|}and they’ll appreciate it and stop of Audel’s handbook, I managed to 


| whispering. 


Because the cigaret manufactur-|Hale job at Pando, Colo. 
ers do NOT pursue this course to- | 


day, people are believing every 
| rumor from—‘“they’re holding out 
for a higher price” to “‘lend-lease 
is depriving us of cigarets.”’ 

I wonder if the truth is as bad 
as all that? 

At any rate, what is the answer 
to Mr. Manufacturer’s reluctance? 
If it isn’t forthcoming soon, I (as 
John Q.) am apt to get hold of 
the worst rumor of the lot and be- 
lieve it. 

MarK M. WoOoLWERTH, 
Sales Promotion Manager, 
Viking Air Conditioning Cor- 
poration, Cleveland, O. 

v v v 
Agency Man Lands 
Desk—in Alaska 


To the Editor: I thought you 
might be interested in what hap- 
pened to this old agency man 
when war hit. 

I started in advertising with 
C. F. Cusack Advertising Agency 
in Denver in 1935; went to New 
York to land a job with McCann- 
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daction of shaman sod shoot 
ost pote Atroralt, ships, goes 


ment fox pod Bh 
forming steembliag, d.. 
ememeiiog aanwelems aay 

ing. Apprcaimataly 2000 
@eeed Tevtory wetbem Cun. 
eoteowms ta all plats, 


‘Witte an bosidnetetierh. 
Beck “Chaiteeet in We Pp 


tuneg piaaly ace well cegamived ap 
2 tesult of arore ibaa 45 yents! em 
petionce im etme! mata! tabecatins 
Facvtthes include modera equi 


PROPHECY—Beating the first of te. 

cent Tokyo raids by six days, Lyon 

Metal Products, Aurora, Ill., foretold 

the big event in this Business Week ad 

which also seeks more war contracts 

Evans Associates, Chicago, js the 
agency. 


——— 


Erickson, Inc., transferred back to 
their Denver office and stayed 
there for four years, leaving to 
start my own agency and publish- 
ing company. 

When Pearl Harbor knocked my 
ears down I went with Remington 
Arms Company as an_ inspector, 
was made director of recreation, 
quit to become a carpenter—forf- 
much more money. I had nevergmcve! 
had a hammer in hand before, but : 
by sheer nerve and nightly study 


| be the last carpenter on the Camp 
Seven 
days after the job complete ; 
was hung out, I was enroute t 
Peace River, Can., for Bechte 
Price-Callahan Construction Com 
pany, as carpenter. With them ] 
went as far north as Mills Lake 
Northwest Territories, just west of 
Great Slave Lake. 

I was fired for representing tha) 


men in a wage dispute, went soutigm™mcre 
| to Edmonton (took turns drivin lee 
an FWD truck, the first time gm WV! 
ever drove a truck—a right han be 
drive and eight feet off the groundméPs 
over a winter tractor trail). Agggpec: 


Mills Lake I was making $770 plug |: 
room, board, and laundry! In Eig tf 
monton I signed on as carpenteqmpes 
with Metcalfe Hamilton Kansa 
City Bridge Company and fou 
months later they made me |abof 
relations man in charge of White 
horse, Yukon Territory and Skag 
way, Alaska. I couldn’t handlg 
both so took Skagway and had 
terrific summer, going out to re 
cruit, in riots, fires, and floods. A 
the end of my contract, the Wal 
| Manpower Commission made mé 


Lockheed, Douglas. 


Special Print Yields i 
Improved Color Plates 


Kodachrome is the accepted, convenient way to shoot color. 


But for finest color plates, don’t ask your platemaker to work from e 
Kodachrome Film direct. Give him a Chromart Print, made from 
your finished Kodachrome, because... 


.. we know how to get the most out of Kodachrome. We have 
been making Chromarts for 7 years for such accounts as 
Sunkist, Cole of California, TW A, Four Roses, Meredith 
Publishing, Consolidated Steel, North American, Boeing, uy 


.. platemakers have been reproducing “flat copy” dependably 
for nearly fifty years... color-for-color. 


..a Chromart can be displayed, okayed, pasted into artwork, 
airbrushed for last-minute changes. "A 


Chromart Prints are priced from $44 to $100. Investigate! 


PHOTOCHROME 


837 North Fairfax Avenue 


Hollywood 46, Cc. ) 
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brea airector of the Fairbanks- 
. | rome area. I quit on Nov. 1 to 
ake this post. 
So you see, a fellow can’t tell 
yst where the hell he’s going 
hese days. I miss ADVERTISING 
hcg and the news of the agency 
biz. Will you please put me on 
he subscription list and send a 
hill? Also send a rate card. I 
say be able to swing some adver- 
sing for you. I think advertising 
hen would like to know about this 
nformation Service. I have been 
hinking of setting up Alaska’s 
. Frst agency, but can’t decide if it 
7 would go (as a service agency for 
I] other agencies). 
That winter of 1942-43 I worked 
ytside in temperatures ranging 
rom 35 to 50 degrees below for 
ite. Meecks at a time—l12 hours a day! 
: boy, am I glad to be back on a 
hesk! 


PETER Woop, 
of re. Director, Alaska Information 
Lyon; | Service, Fairbanks, Alaska. 
oretold oe 


eek ad Mikes Publishers to 


ntracts, ss 
's te Mask on Rate Hikes 
To the Editor: The somewhat 


——hystic connotation attached to 
ack toqtreedom of the press,” as being 
stayeqqpomething to be preserved under 
ing togpll conditions, come death or high 
iblish-qgrater, has appeared to cause some 

ublishers to believe themselves 
‘ed mygoove the law, not only the law 


‘ff the land, but of fair play, of 
ommon decency. I cite the fol- 
wing examples: 

1) Publishers who have upped 
dvertising space rates since 1941. 
2) Publishers who have in- 


ington 
pector, 
‘eation, 
er—for' 


ae, 
> studygmreased the seliing price of their 
aged togpublication since 1941. 
: Camo The reading public instinctively, 
Seven: not consciously, looks to pub- 
te signgmshers for leadership in correct 
yute te hinking. 
Bechtel Yet here we have publishers 
1 Comagno have the gall, on the one 
them Igpend, to raise advertising rates in 
> Lakeggne face of a national emergency, 
west of™ten affecting the advertising of 
roducts rigidly price - controlled 
ing thay OPA, and on the other hand, 
1t southm™mcrease the publication’s selling 
drivin rice, 
time Ig What kind of examples are these 
it han be set by an industry that, per- 
groun@™™ePs more than any other, claims 
1). Afggpecial privileges and an “above 
70 plugmne law” status? 
In Ed If “freedom of the press” per- 
rpentemp2es here, don’t put the blame on 
Kansa vernment, or the war, but on 
1d foummmeeedy publishers who practice 
1e lab fat the principles of the OPA are 
Whiteg™omething for the other fellow to 
{1 Skaggmmposerve—not them. 
handd@™m™ Freedom of the press will die 
i had ere not by one stroke, even under 
+ to rea™™mee pressure of war tensions, but 


ods, A@@dually, as individual publishers 
he Wagmmemonstrate their abuse of the 


ade m@g™pecial privileges traditionally ac- 
rded them, 
BROOKLYN READER. 
_ v 


Quality Story 

[fo the Editor: “Things You 
on't Have to Do” is the arresting 
Ue vu. a sturdy brochure put to- 
‘ther by American entrepreneurs 


API BOOKS 


for 
“© § Christmas-giving 


‘The Diary of an Ad Man" 


By James W. Young 
256 pages—$3 postpaid 


‘Teacher of Business: The 
Publishing Philosophy of 

mes H. McGraw" 
pages—$1 postpaid 


A ‘echnique for Producing 


as 
James W. Young 


pages—$1 postpaid 


Reel ° -ounts for quantity orders. 


A ortising Publications, Inc 
_ E. Ohie S$t., Chicago, 11 
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to define “a platform and a creed.” | selling. tion of unusual things—scientific| manager of Blue Network’s Cen- 
It is one of the current, visible It is written from an angle that| procedures, hairline precautions,|tral division, has been appointed 

signs that, underneath the bitter| bears directly on consumer think- | minute inspections—done to assure manager of WENR, in addition to 

crust of war-made regimentation,|ing about processed foods sold|the auality of canned foods that| his present duties. 

there is stirring the leaven of|under nationally known brands.| bear the Green Giant label. The! 

“freedom to do what you don’t|The essence of it seems to be in| brochure is issued by the maker 


have to do, if you think you can|this quoted paragraph: of these products, the Minnesota Leases Baltimore Plant 
do it better.” “There are plenty of bureaus/ Valley Canning Company of Le National Distillers Products Cor- 
Issued as an informative mes-|and boards in this country that}Sueur, Minn. poration Baltimore has taken a 
sage to the retail food trade, it is| tell you how little quality you can W. L. DIENER, long-term lease on the plant of the 
directed to your attention because | put into a product but only your} Leo Burnett Company, Chi- Baltimore Pure Rye Distilling 
it deals with something basic in|own heart can tell you how much cago. Company, Baltimore. The plant 
our way of life with particular | you want to put into it.” AE ea will be used to supplement the 
reference to the food we eat. It To support this fine concept, Manages WENR manufacture of Mt. Vernon whisky 


may assist some retailers to raise | you are carried along into a richly Roy McLaughlin, sales manager| when beverage distilling is re- 


their sights on what they are| illustrated and dramatic presenta-|of WENR, Chicago, and spot sales | sumed. 


Boston Avenue Methodist Church, Tulsa. 


TULSA CHURCHES 


_ Some of the finest churches in America have helped to make 
TULSA the “Magic City of the Southwest.” Architecturally 
- Tulsa’s school buildings, skyscrapers, and fine residential dis- 
_tricts are more than matched by her church edifices. Supreme- 

ly conscious of the part churches play in the civic life of a com- 
munity the Tulsa World and Tulsa Tribune take great pride 
in the fine work constantly being done for the more than 200,- 
000 citizens of Tulsa. 


THE RIGHT Sipe For YOUR aAbdVERTISING! 


54% OF POPULATION 


TULSA WORLD 


Olt CAPITAL NEWSPAPERS 


TULSA TRIBUNE 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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Reduces Paper Usage 


The Knoxville Journal has con- | 
sented to reduce its paper 


| by 214 tons of newsprint between | settlement was arranged by the 
now and the end of 1945 to repay| WPB compliance division after a 
overconstmption during 1943 and| routine 
usage | 1944, WPB said last week. The’ the violation. 


investigation 


uncovered 


ing train, 


Tuanks to a rapidly-increasing 
“library” of highly effective Sonovox trans- 
criptions—developed for various sectional 
adveriisers who do not advertise in many 
remaining markets — Wright-Sonovox can 
now offer a unique and invaluable service 
to other sectional advertisers in non-com- 


petitive areas. 


Hooper ratings for network shows using 
Sonovox prove that Sonovox increases 


Sponsor Identification an average of 44% 


UNIQUE SERVICE 


—hence increases the actual value of radio 
by such margins as to make the cost of 
Sonovox an almost negligible part of radio 


expense. 


This new Sonovox service is entirely sepa- 
rate from our established service for na- 
tional advertisers, but on exactly the same 
high level of quality. If you handle any 
truly blue-ribbon local or sectional radio 
accounts, we will be glad to send you full 


details, and arrange auditions. Write! 


WRIGHT-SONOVOX., INC. 


Franklin 6373 Plaza 5-4130 


SAN FRANCISCO: 171 Swifter 
Sutter 4353 


“Talking and Singing Sound” 
FREE & PETERS, INC., Exelusive National Representatives 


CHICAGO: 180 N. Michigan  WEW YORK: 444 Madison Ave. 


Hollywood 2151 Main 5667 


HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 


BIGGEST 
BECAUSE 
IT’S BEST 


THE DISPATCH - COLUMBUS, OHIO 


’ 2a - 


<> a 3 


Advertising Age, December 1é 194 


‘MESS' IN AGENCY DAYS, TOO—Pvt. haut Shaw, Franklin Bruck Advertising 
Corp.'s art director who is now serving with the First Army, sent home these 
sketches in which he compares “going to lunch" in the front lines with the same 


performance back in his 


New York agency days. 


Joins ‘Photoplay’ 

Peggy Thorndike, formerly with 
New York Times, Harper’s Bazaar 
and Marshall Field & Co., has been 
appointed fashion merchandise 
editor of Photoplay, a Macfadden 
publication, New York. 


Stouffer Appointed 


William H. Stouffer is resigning 
as vice-president in charge of ad- 
vertising and sales promotion of 
Velocity Steam Production Engi- 
neering, Chicago, effective Jan. 1, 
to become vice-president and edi- 
tor-in-chief of American Trade 
Magazines, Chicago publisher seal 
business periodicals. 


Ad Club Elects 

Rex Preis, KTSA, San Antonio, 
has been elected president of the 
San Antonio Advertising Club 
Others elected are: Gordon Hud- 
son, Coca-Cola Bottling Company, 
vice-president, and Phil Bates, 
Handy-Andy Community Stores, 


/ reelected secretary-treasurer. 


O’Brien to Britannica 

Dale O’Brien, publicity director 
of WGN, Chicago, for the past 
two years, has been appointed di- 
rector of public relations and 
advertising of the Encyclopedia 
i mene Chicago, effective Jan 

His successor at WGN has not 
been named. 


“What's cooking ?” 


SAN DIEGO: 


... the answer is 


‘“PLENTY!”’ 


— and may we add, YOU’LL WANT SOME! 


HERE ARE over a half million Southern Californians 


in a compact, isolated area. 


A city recognized as most 


likely among big cities to retain and even improve wat- 


time population gains .. 


. backed by the 23rd richest agri- 


cultural county in the United States! $269,203,000 


Annual Retail Sales. 
income (S. M. 1943 est.). 


$1,924 per capita effective buying 
The one best way to reach 


America’s big, new market is with the San Diego Union 
and Tribune-Sun, 130,000 daily, 97,000 Sunday (Fub- 


lisher’s net paid), worthy of 


San Diega 


“twION 


TRIBUNE - SUN 


Union-Tribune Publishing Co. 
San Diego!2, California — 


your “A” schedule. .NOW! 


Submit Your Schedu e! 


Drastic economies in use of 
newsprint are improving cur 
service to advertisers w 0 
may have had previous di ‘i- 
culties due to the paper 
shortage. 


REPRESENTED NATIONALL 
BY WEST-HOLLIDAY CO., In 


New York « Chicago « Denver « Sea © 
Portiand e San Francisco « Los Ange 
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Commerce Offers 
Postwar Checklist 
to New Retailers 


W.shington, Dec. 12.—The De- 
partment of Commerce announced 
anot.er in its series of publications 
to help veterans and others who 
will oe entering business after the 
war when it released today “A 
Checklist for Establishing a Retail 
Bus ess.” 

Designed to perform a function 
similar to that of the “Checklist 
for tne Introduction of New Con- 
sumer's Products” released last 
week (AA, Dec. 4) the pamphlet 
on retail business poses more than 
100 questions which war veterans 
and others who embark on busi- 
ness careers should consider if 
they wish to avoid pitfalls and 
disappointments. 

The list, prepared by the distri- 
bution division, Bureau of Foreign 
and Domestic Commerce, is a self- 

checking device covering the more 
important considerations involved 
in establishing a new enterprise in 
any retail line. It is issued as part 
of the Bureau’s inquiry reference 
service. 

To help the prospective retailer 
in his preliminary thinking, ques- 
tions are asked on his personal 
qualifications, experience, capital, 
and income expectations. His 
choice of location is to be checked 
in regard to the general economic 
health of the community, the com- 
petition, and the need for a new 
store. Factors to consider in se- 
lecting a building, signing a lease, 
and acquiring fixtures and equip- 


hef™ ment are suggested. 


Club Other questions have to do with 
1 Hud-§§planning stock, selecting sources 
mpany,f/™of supply, hiring employes, set- 
Bates, /™ ting up accounting records, decid- 
Stores, Ming on store policies, and estimat- 
TY. ing sales and profits. 

Another section of the list deals 
with points to check when getting 
lirect ready for the opening of the store, 
e pas such as the promotion plans, in- 
ted di-fag surance, compliance with legal 
a requirements, and the readiness of 
lopedia stocks and supplies. 
ve Jat It is expected that the checklist 


has not 


will be useful, not only to pros- 
pective retailers but also to whole- 
salers, banks and others who will 
be called upon to help the thou- 
sands of new retailers who will 
open businesses after the war. 
Copies of the checklist may be 
obtained from the Department of 
Commerce, Washington 25, D. C., 
or any of its field offices. 


Adds Research Service 


Inter- American, New York 
monthly, has added a _ research 
service for business to answer spe- 
cific questions on marketing and 
Ouying habits of Latin American 
countries. 


To Hutzler Agency 


Hutzler Advertising Agency, 
Dayton, O., has been appointed to 
p lace advertising for Angell Mfg. 
Company, Dayton, maker of metal 

name plates and labels. 


a 


500,000 
STOCK PHOTOS 


ANN & FABRY CO. 
Eo ties 


Brown to Mathes 


Manning Brown, formerly of 
Federal Advertising Agency and | 
Ruthrauff & Ryan, New York, has 
joined J. M. Mathes, Inc., New 
York, as account executive. 


Bank Appoints Lyon 


Leonia Bank & Trust Company, 
Leonia, N. J., has appointed S. 
Duane Lyon, Inc., New York, to 
handle forthcoming advertising in 
newspapers and through direct 
mail. 


‘Burnett Says Mix 
“Just Right’ in 
Trade Press Drive 


Boston, Dec. 12.—Making use of 
pages and half pages in December 
issues of Chain Store Age, Pro- 
gressive Grocer, Supermarket Mer- 
chandising, and similar publica- 
tions, the Joseph Burnett Company 
launched its first trade advertise- 
ment for Burnett’s muffin mix. 
Ads play up the one-meal package 


theme, pointing out that the prod- 
uct is “just right’—for size, price 
and quality. 

The company, through H. B. 
Humphrey Company, this city, is 
currently using trade publication 
and newspaper advertising to pro- 
mote Burnett’s 29 food flavors, the 
list topped by Burnett’s vanilla 
and the muffin mix. Food flavor 
insertions in trade publications 
illustrate the vanilla package float- 


ing in white space, captioned 
“Flavor to taste—Buyword of all} 


good cooks.” 
Insertions of 56 lines are being 
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used in campaigns that alternate 
the food flavor story with the 
muffin mix series. The newspaper 
schedule balances insertions in 
consumer magazines. 


Heads Peacock Ads 


Richard F. Linsert, account 
executive of Needham, Louis & 
Brorby, Inc., Chicago, has resigned 
to become advertising manager of 
the Golden Peacock Company, 
| Paris, Tenn., which manufactures 
j|and distributes cosmetics. 


munity. 


meat it produces. 


Wi VES Toss EAR MING CONSERVES Soi. 


‘Tis YEAR’S CORN CROP is the largest 
on record—over 31% billion bushels or about 
25 bushels for every person in America. No one 
can eat 25 bushels of corn, but one can eat the 
Eighty-five per cent of the 
annual corn crop, and large surpluses of the 
various other grains which cannot be consumed 
by man, are fed to livestock to produce beef, 
pork and lamb. Roughage, such as straw and 
stalks, a by-product in the growing of crops, not 
to mention the vast acreage of grass, is also 
utilized. In exclusive grain farming such mate- 
rials are commonly allowed to waste away in 
the fields or often are burned, without regard 
for the heavy loss of fertility. In the livestock 
farming system these waste materials are refined 
through the agency of animals and converted 
into edible, concentrated food products, while 
organic matter is returned to the soil in the 
resulting manure to maintain fertility for maxi- 
mum crop production. 
efficient and those who practice it are men of 
ability, owners of large acreage, consistently 
prosperous—leaders in every agricultural com- 
The Corn Belt Farm Dailies, one at 
each of the four basic livestock markets, provide 
effective coverage of the livestock field. 


PUBLICATIONS - 


Livestock farming is 


FERTILITY-A SRICELESS NATIONAL ASSET 


THE CORN BELT FARM DAILIES 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGO 9, 


THE - 


ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @6@ ST. 


uF - 


LOUIS DAILY LIVESTOCK REPORTER 


LIVESTOCh - 


INDUSTRY 
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Beath to Poyntz 

W. D. Beath & Sons, Toronto, 
manufacturer of machinery, has 
appointed Alfred R. Poyntz Adver- 
tising, Toronto, as its agency. 


Arkansas Dailies Named 

Arkansas Dailies; Memphis, 
Tenn., publishers representative, 
has been appointed to represent 
the Courier - News, Blytheville, 
Ark., in the national field, effec- 
tive Jan. 1. 


Joins Arden Farms 

R. T. Ted Challman, formerly 
director of advertising and sales 
promotion of Munsingwear, Min- 
neapolis, has been appointed di- 
rector of merchandising of Arden 
Farms Company, Los Angeles. 


Greene Rejoins Company 

Lt. Edwin Greene has rejoined 
Greene-Williams, advertising dis- 
plays, New York, following 20 
months’ Army service. 


POSTWAR PLANS 
SURVEY* SHOWS... 


Count on Worcester’s home owners and renters for 
postwar buying action. 


This survey indicates plans for modernizing or repair 
by 51%, with painting, redecoration, new roofs, oil burners, 
kitchen units, and bathroom units most frequently mentioned. 


Half of the present tenant group hope to buy or build. 


Eight out of ten want 
62% prefer the suburbs 


a conventional house design. 
to the city. 


71% will demand square footage in excess of the cus- 


tomary house lot. 


These are the wants of 


the WTAG audience, the high 


industrial wage level group which establishes the importance 


of Central New England as a 


major market, and which gives 


WTAG such consistently high Hoopers. This is the huge 
audience you can reach complete, in one way only—through 


WTAG—from the INSIDE. 


PAUL H. RAYMER CO. National S$ 


WW AT ANG Te 


OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 


ales Representatives SAS] CO 
WORCESTER $80 KC 
5000 Watts 
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, 
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MONSEN * CHICAGO 


It's “boiled-down’” to the point where it is 
truly the industry's “handiest”’ type selec- 
tor! Provides fastest known access to hun- 
dreds of finest type styles. Shows at a 
glance sizes available. It's so legible and 
comprehendible that making type selec- 
tions becomes a pleasure! . . May we send 
you a copy today? No obligation of course... 


NOW LOCATED IN OUR NEW, MODERN HOME 


Advertising Age, December 1 


DECEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


Pages Lines Pages Lines Pages Lines Pages 
GENERAL Screen Romances ..... 57.0 24,443 44.5 
Ace Fiction Group.... 8.2 1,968 12.3 2,719 er eer ere 21.6 9,073 19.3 
tAmerican Magazine. . 48.0 28,917 45.6 27,459 *Seventeen ........+:. 64.6 43,960 zie 
American Forests .... 11.3 4,746 8.7 3,654 True Confessions (F) 69.5 29,820 51.5 
American Home ...... 68.9 30,948 65.4 28,799 True Experiences 
tAmerican Legion .... 24.1 10,109 21.3 9,146 } a ee ar ae 45.8 19,628 45.7 
Asia & the Americas.. 2.8 1,214 2.2 963 True Love & Romance 
Better Homes & SEE cles s Sid's thee 0s 45.0 19,299 45.4 
Seen aia ou e's.ie Sse 41.7 26,359 46.7 29,517 True Romances (Mac). 47.9 20,531 44.6 
Christian Herald ..... 34.3 14,418 25.0 10,915 cag ey eee 75.5 32,405 52.3 
WEEN 3 Sac 4 di oh se hss 35.8 24,325 14.2 9,680 Vogue (2 issues)...... 141.3 89,307 173.2 
EPPO 6G dcaivivrg Sia a.ws 4.3 2,935 2.3 1,589 Womans Day .'.....;. 40.3 17,278 30.4 
Cosmopolitan ......... 74.4 31,937 82.9 35,579 Woman’s Home 
Dell Detective Grp.. 20.4 8,760 15.1 6,461 CompGnion .06<.<68s% 60.5 41,106 60.5 
Buns Meview ......<* 38.2 16,369 20.3 8,712 - 
PS eae 15.8 6,626 14.5 6,080 TOtal Grease. «sc0sasvs 2,065.6 1,070,739 1,763.6 
Esquire (Natl.) ....... 166.2 111,660 165.0 110,843 
PN ss nee ose 15.4 10,564 12.9 8,202 STANDARD 
LA Ae eee 196.4 123,556 199.4 125,452 American Mercury 9.0 1,638 7.5 opgupes) 
Grade Teacher, The... 15.9 7,032 12.1 5,347 Atlantic Monthly ..... 71.3 29,925 72.5 30.4:qumarts 
House Beautiful ...... 90.0 56,885 63.7 40,262 Harper’s Magazine .... 70.1 16,678 58.0 Reco 
House & Garden...... 87.9 55,555 58.8 37,188 — and 
Improvement Era .... 19.3 8,299 16.1 6,921 Total GPOUP ... 6.3. 150.4 48,241 138.0 5 for ( 
a 13.9 9,502 10.7 7,314 rad 
Macfadden Men’s Grp. 15.6 6,682 12.0 5,157 a my * 
Mechanix Illustrated. 62.9 14,086 49.7 11,123 OUTDOOR » vs 
+Moose Magazine ..... 5.7 2,380 6.9 2,949  tAmerican Rifleman 16.0 6,736 = 16.9 
+Motor Boating ...... 77.8 45,766 67.3 29,088 {Field & Stream...... 63.4 26,645 37.0 
National Geographic.. 33.0 7,854 33.5 7,973 Fur-Fish-Game .... . 20.9 S963 = 31.3 
Nation’s Business ..... 60.2 25,293 63.6 26,717 Hunting & Fishing... 22.2 9,339 = 14.0 
Nature Magazine ..... 28 1,195 4.2 1,901 TOutdoor Life ........ 58 4 24,547 34.7 
Popular Mechanics ... 124.9 27,972 95.9 21,499 fOutdoors ............ 15.3 6,442 = 11.0 
Popular Publications.. 14.2 3,187 11.1 2,497 ‘tSports Afield ........ 45.0 18,306 26.3 
Popular Science ...... 129.0 28,896 101.3 22,688 041 ¢ ree 
Promenade ........... 71.8 30,811 57.1 24.497 Total Group ....... $41.5 101,587 = 160.1 
Sr ee 50.6 21,726 39.8 17,067 a cleat 
IE poo ta tg 13.6 5,848 7.0 3,010 JUVENILE : 
Scientific American ... 15.7 6.726 12.0 5,161 tAmerican Girl ..... - 2L9 5.0156 7.5 
aStreet & Smith Fiction Boys Serer rie 23.5 15,988 18.3 
~<a ai edianns erates 7.0 1,302 6.0 1116 Calling All Girls...... 23.8 seo #8 
ces ee 8 30.0 12,619 30.4 12,7897 ‘Child Life ........... 7.4 3,087 5.1 
Thrilling Group ...... 18.1 4.044 19.1 4,276 ‘tOpen Road for Boys.. 19.2 oes 8s FLO 
Town & Country...... 116.2 78,092 r14.5 76,923 ZPUS TOME .i.s. cic 5.3 2,032 6.3 
ME bd Rp ems wae § x8 9.4 6,219 14.5 4,046 i ie SATA ET Te 
Woodmen of the World 4.2 1,794 2.0 852 Total Group ....... 90.1 -42,873 = 60.0 
pe re re rer er ae 86.8 51,038 68.0 42,976 
ns WEEKLIES—November 
SOR CHOU o.63 2 <u 1,982.7 976,214 1,730.1 847,087 yAmerican Weekly 69.7 69,688 40.8 
+Business Week ...... 304.0 127,673 288.0 
WOMEN Christian Advocate ... 17.2 7,238 20.6 
CREE be xt-cecawes 104.0 44,616 70.0 30,030 COM Ouii ds as ccas ... 184.0 125,122 174.3 
Glamour Seite Pk 4 inti a 91.3 39,182 70.5 30,244 2) Se ee 116.9 50,170 75.8 
Good Housekeeping... 105.1 45,076 107.2 45,996 Pamiiy Cirgle ..:..... 59.6 25,552 50.2 
Harper’s Bazaar ...... 102.9 65,055 113.1 76,018 PP Salaam 6 cas «se 96 48.6 20,861 28.9 
PS rr a 18.0 13,645 11.2 8,459 | ee 48.6 34,099 27.9 
eS, 19.8 13,442 19.2 13,550 Oe Perr rere 146.9 63,030 74.6 
Ladies’ Home Journal. 96.2 65,419 92.4 62,815 0 a ee eae ee 244.0 165,918 350.3 
Mademoiselle ........ 144.3 61,919 122.6 52,624 LOOK .ceesses cies ssees 121.7 50,268 73.9 
eg 7. €63 44,365 55.6 37,819  bNewsweek .......... 276.5 116,110 324.4 
Modern Romances +New York Times 
RUAS tprS.cigty 6-4 4:0 ad 00.6 56.4 24,182 43.6 18,710 DE 5.6 oi vo 8 ae 112.1 95,301 97.3 
Modern Screen (MM).. 60.9 26,141 16.0 19,734 IUOW BOFMOGPr ......:660. Saas 96,622 281.5 
Motion Picture (F)... 68.7 29,468 49.3 21,171 bRPathinder .......... 50.0 20,998 28.1 
P| ee 33.6 14,445 20.1 8,638 gl) a ree 29.7 21,243 20.6 
ee 3.5 14,859 2.4 10,292 3 ee eee 10.5 7,140 7.9 
Movie Show ........ . 30.4 20,678 21.6 14,700 Saturday Evening Post 252.0 171,330 254.5 
| Movie Stars Parade... 3.5 14,904 2.5 10,679 TECROIBSCIC 2. ccc cece 10.1 4,247 14.3 
Movie Story (F)...... 65.6 28,147 48.6 20,837 *+This Week Magazine. 57.3 47,237 61.7 
OEE a. iin Sadie Kaew 3.5 15,145 2.4 CG No o's 6 x pate ov <0 268.7 112,855 342.9 
Parents’ (N. Y. Metro United States News... 172.7 72,517 168.7 
BOGS cd eO@r edie tunes as 107.3 46,018 77.3 33,170 os — oe oenkiestailig mala 
Parents’ (Nat’l) ...... 99.1 42,513 713.7 31,598 Total Group .-«e2,826.0 1,505,219 2,807.2 1, 
Personal Romances ... 3.0 13,007 2.4 10,359 . 
Photoplay (Mac) ..... 59.1 25,346 53.5 22,968 — 
Radio Mirror (Mac)... 42.1 18,043 44.7 19,160 +Page size changed since last year, 
*Real Romance ....... 22.9 OSee “win.  Saweee al943 seven magazines, nine issues; 1944 sevel @ ¢ 
of ee 22.9 9,830 én Sy eam magazines, seven issues, ow 
Screen Guide ......... 35.5 24,118 18.3 12,421 *Not included in totals. fi 
Sereenland Unit ...... 42.2 18,116 28.0 12,031 bFour issues, 1944; five, 1943. at i 


December Issues 
of Magazines Up 
6% in Ad Volume 


New York, Dec. 13.—Although 
weekly national magazines showed 
a slight decline in advertising vol- 
ume, December issues of monthly 
publications more than made up 
for the loss, giving the entire mag- 
azine group a 6.4% gain over the 
volume in similar issues a year 
ago. Volume totaled 3,744,843 
lines, a gain of 223,876 lines. 

General magazines, which car- 
ried 976,214 lines of advertising 
in December issues, were 15.2% 
ahead. The women’s group, with 
1,070,739 lines, gained 15.3%. 
Standard publications, with a 
48,241-line total, 
Biggest gains percentagewise were 
marked up by the outdoor publi- 
cations, with 101,557 lines for a 
47.9% gain; and the _ juvenile 
group, with 42,873 lines, a 45.8% 
advance. 


November weeklies carried a 
total of 1,505,219 lines, 6% less 
than in similar 1943 issues. 


United Fruit Opens 
Largest Radio Campaign 


United Fruit Company, Boston, | 


through Batten, Barton, Durstine 
& Osborn, New York, has opened 
its largest radio advertising cam- 
paign, to continue for 52 weeks, 


on the food value and care of 
bananas. 
Transcribed one-minute and 


chainbreak singing jingles are be- 
ing used in approximately 40 mar- 
kets, 15 times weekly, on about 


22 EAST ILLINOIS STREET, SUP.1223 | 150 stations. 


were up 5.8%.) 


Divide Ownership 
of WAIT and WGES 


The six-way partnership owning 
Stations WAIT and WGES, Chi- 
|cago, has divided its holdings to 
| comply with the FCC rule banning 
ownership of more than one sta- 
tion in a community. 

Under the arrangement, WAIT 
goes to a partnership composed of 
Gene T. Dyer, Evelyn M. Dyer, 
Gene T. Dyer Jr., Adele Moulds, 
|Louis E. Moulds and Grace V. 
McNeill. WGES goes to John A. 
Dyer, Vivian L. Christolph, Eliza- 
beth M. Hinzman, F. A. Ringwald 
and William F. Moss. 


Mexico City JWT Totals 
34 Radio Shows Weekly 


Among the 34 radio shows a 
| week now being produced by the 
|'Mexico City office of J. Walter 
| Thompson Company is the 7:15- 
7:30 p. m. Tuesday program spon- 
|sored by Standards Brands Cor- 
| poration, New York, heard over 
XEW in Mexico. 

| The program features the mo- 
| tion picture artist Dora Luz and 
|}the 15-piece orchestra of 
Domingues Brothers, who com- 
| posed the popular song, “Perfidia.” 


the | 


|The broadcast will be transcribed | 


|for El Salvador, Honduras, Nica- 
ragua, Costa Rica, Panama, Vene- 
zuela, Colombia, Ecuador, Guate- 
mala and Peru. 


Cosby, WINS, to Ayer 


Gas ‘Pep’ Pill 
Maker to Hear 
Sentence Dec. 21 


New York, Dec. 14.—Sylvan : 
Broder, former president of a com 
pany which manufactured and dis 
tributed Vitaplus, a gasoline “pel 
tablet, will be sentenced in ! 
court of special sessions here De 
21 on charges of violating a pen 
code section which prohibits fals 
and misleading advertising 


Broder, convicted after !V 
weeks’ trial, claimed that ™ 
“pep” pill would increase ,asolin 
mileage as much as 39%, aid 4 


the removal of carbon, aid 
more power and quicker » artim 
The National Better Business Bu 
reau conducted a series { 104 
tests and found that the )rocu 
did not bear out claims mde! 
it. Later tests made by ‘e¢ ™ 
tional Bureau of Standards »rové 
it was reported, that Vita : 
no beneficial effects on eng © P® 
formance. do 
Broder and Kalman Gre "de 
vice-president of the co par 
were arrested last April ald « 
Vitaplus was denounced a 1uY 
ulent by Mayor LaGuardia © O"g™P 
of his Sunday radio bro: ‘C@°"Mpn, ¢ 
Greenberg, an attorné ws 
granted a separate trial. 


To Byer & Bowman L 


Leo A. McPherson, for t i , a 


Clarency Cosby of WINS, New! six years advertising man 


York, has joined the radio depart-|the Citizen, 
ment of N. W. Ayer & Son as chief | previously 
Mr. Cosby formerly| manager of the Cleveland 


time buyer. 


Columbus, ‘ 
national adv 


managed KWK and KXOK, St.!|has joined Byer & Bowm: 


Louis. 


lumbus, as account execut 
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Chicago Fashion 
Group to Promote 
R48 f f 
“@Men’s, Boy's Wear 
4 Chicago, Dec. 12.—Chicago Fash- 
‘on Industries, organized last 
<pring to promote Chicago as a 
fashion center (AA, April 24), 
“Mi jigned up 150 members last week 
‘a its newly formed men’s and 
in igboys) wear division. 
“HB Oscar Meinhardt, CFI executive 
‘Loidirector, outlined a tentative ad- 
ertising and promotional cam- 
haign for the division calling for 
lack and white advertisements, 
beginning this month, in Apparel 
Arts, Boys’ Outfitter, Daily News 
Record, Men’s Apparel Reporter, 
_Eind Men’s Wear. The drive calls 
for direct mail advertising to the 
trade and a semi-annual directory 
various sources of such clothing 
saymmmere. A $50,000 budget has been 
cheduled, he said. 
Sam Eisenberg, CFI president, 
6,00@%xplained that the purpose of CFI 
‘@%; to make Chicago the nation’s 
sreatest selling market of diversi- 
fed quality fashions for both men 
bnd women. 
The men’s and boy’s division 
vill incorporate under its own 
ame and will later elect its own 
harman and board of directors, 
vyho will work cooperatively with 
he various women’s divisions. 
Kuttner & Kuttner will handle 
he account of the new division. 
he Kalom Company will continue 
o handle the women’s account. 


“fiFlastic Stop Nut | 
ids to Continue © 


12,4 New York, Dec. 13.—Inquiry into 
21,14@™mthe affairs of Elastic Stop Nut Cor- |} 
32,01@@Moration of America, Union City, | 
238.218N J. by the Securities and Ex- 
‘Tihange Commission and the New 
fork Stock Exchange, and the re- 
> ajqmmeent suicide of its president, Wil- 
») gam T. Edlund, involve no changes 
120{gmgn the corporation’s advertising 
14, chedules and plans, ADVERTISING 
\,35@MAceE was told. 
173, Elastic Stop Nut in 1945 will 
-Miontinue in magazines and trade 
ublications, with an annual ad- 
ertising budget of about $300,000, 
hrough Arthur Kudner, Inc. 
1.601,84 William F. McGuinness, senior 
- ice-president, will continue the 
usiness in association with other 
ficers. Unaudited accounts for 
he eleven months ended Oct. 31 
how net sales of $35,182,000; net 
rofit before taxes, $3,745,000, and 
let income after taxes, $1,024,000. 


144,003 
70,84! 


4 sevel 


ollard to Garrison 


Clark Collard, former head of 
lark Collard Company, Chicago 
lency, has joined the copy staff 
ft W. W. Garrison & Co., Chicago 
nd New York agency. For the 
ist two years Mr. Collard has 
landled special training courses 
t the Chicago Ordnance district 
i the War Department. 

J. A. Roberts has been appointed 
trison research director, War- 
fn Spaulding, assistant art direc- 
', and William Heiden, assistant 
olor production director. 
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‘talo Courier-Express ... 
per’? Ore influenced by constructive 
ng campaigns in the daily 
sunday editions. Write for 
owing territory, popula- 
erage, etc. 
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Form Edwards & Finlay 


W. F. L. Edwards and E. P. Fin- 
lay, publishers representatives, 
Toronto, have merged to form Ed- 
wards & Finlay, with offices at 45 
Richmond St., W., Toronto. 


Heads Luscombe 


Leopold H. P. Klotz, vice-presi- 
dent and treasurer of Luscombe 
Airplane Corporation, Trenton, N. 
J., has been elected president, suc- 
ceeding A. C. Hastings Jr., retired. 


Largest Campaign 
in 84 Years Plugs 
New Hunter Blend 


New York, Dec. 13.—Hunter-Wil- 
son Distilling Company, Louisville, 
is launching the largest campaign 
in the 84 years of Hunter whisky 
to promote a new Hunter blend as 
“the finest whisky ever to bear” 
this name, said John J. Fitzsim- 
mons, New York, advertising man- 


ager. 

Insertions of 1,000 and 800 lines 
will run indefinitely, at least once 
a week, in about 70 newspapers 
from. Massachusetts to Florida, in 
Chicago, and on the West Coast. 
Mass and class magazines are 
being scheduled as space becomes 
available, to emphasize the read- 
coated Hunter trademark in color. 
The hunter is brought to life on 
animated boards in Los Angeles 
and San Francisco, and outdoor 
advertising in other markets will 
be added. Car cards are sched- 


47 


uled in New York and Chicago. 

About $500,000 may be spent to 
promote the brand, through John 
H. Owen, Inc., in 1945. Hunter- 
Wilson, formerly Browne Vintners, 
is a Seagram affiliate. 


Schaffner Named 


Claude Schaffner Advertising 
Agency, New Haven, Conn., has 
acquired the account of Pioneer 
Hardware Company, New Haven, 
and will place advertising in hard- 
ware trade publications. 


Saino 


2001 CALUMET AVENUE =: 


HOW MANY DOTS 
MAKE A GOOD IMPRESSION? 


Master Craftsmen 


of Photo-engraving 


Adolph F. Buechele, President 


Phone CAL 4137 -: 


If you're asking us, the answer is about as easy as the one to “how many miles 
is ‘far’? ... F’rinstance, it took the identical number of dots to make both of 
these reproductions of the same photograph—approximately 217,500 . . . but, 
care and craftsmanship, know-how and experience produced one result; slap- 
dash, rush-it-through indifference got the other... . Brilliance vs. dullness; con- 
trast vs. monotone; sharp detail vs. muddiness; true, impression-making repro- 
duction in one ...and, for what's in the other, choose your own adjectives. 
... When a printing plate contacts paper it’s kind of dot and depth of plate 
that do the job in getting your idea across forcefully to millions you've paid 
plenty to reach. ... Whether it’s to be color or black and white, choose a photo- 
engraver who knows what happens in every step of making engravings and 
what will be demanded of them when they "go to press’... . Positive, favor- 
creating impressions today for increasing business tomorrow are being made by 
Rogers-produced engravings for hundreds of farseeing advertisers whose prod- 
ucts you yourself will buy. Maybe you are one of these advertisers—or will be. 


ROGERS ENGRAVING COMPANY 


CHICAGO, ILLINOIS 
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MAIN CHANNEL 
TO A.V. AMERICA 


THE RISING TIDE of economic confusion has churned 
up a new sea of statistics. Population shifts, market dis- 
locations, income changes, rationing, substitution, new 
industries, new competition—many unknowns in the market 
picture. Determining postwar sales strategy was never more 
difficult, never more important. ‘oa 


THE BASIC PATTERN of retail distribution has not 
changed. The nation’s vibrant chain stores are the Main 
Channel to After Victory America. Through the chains— 
created to sell more people more merchandise more effi- 
ciently—will flow endless streams of purchasers once the 
dam of restrictions opens. 


IF YOUR PRODUCT has mass distribution then you have 
an important stake in the chain store system—operating big 
volume units at high traffic locations (in big-volume metro- 
politan areas, chain stores account for 43% of all grocery 
sales; 41.5% of all drug sales. ) 


AFTER VICTORY a product’s sales volume will depend 
largely upon the intensity with which it is merchandised. 
Personal selling alone will not be sufficient—for chain store 
buyers normally interview hundreds of salesmen a week. 
Vital in any postwar planning is a merchandising job that 
educates and refreshes chain personnel—the people who 
order, display, explain and sell your product. 


PLAN NOW to do a thorough postwar merchandising job 
through CHAIN STORE AGP’S six separate A.B.C.-A.B.P. 
Paid-Circulation magazines, reaching the “Decision Men” 
of the chain store field. 


CHAIN STORE AGE 


185 MADISON AVE., NEW YORK 16, N. Y. 
612 N. MICHIGAN AVE., CHICAGO 11, ILL. 


E . rocery Store 
t i [agers Edition 


IN STORE AGE 


rUggist Edition 
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Income and Sales 
Hit October Peak, 


Commerce Says 


Washington, Dec. 12. — Retail 
sales and income payments to in- 
dividuals hit all time highs during 
October, despite leveling off of the 
wartime economy, the Department 
of Comerce reported today, pre- 
dicting at the same time that 
Christmas trade this year would 
exceed in dollar volume anything 
previously recorded. 

Spurred by early holiday shop- 
ping for overseas packages, Oc- 
tober retail sales reached an esti- 
mated $6,052,000,000, 5% above 
the same month in 1943 and 3% 
above September, 1944. On the 
Department’s index, retail sales 
scored 180, an all-time high. De- 
spite the record sales in October, 
inventories recovered somewhat 
from the slump they have been in 
all year, gaining particularly in 
nondurabies, such as food, drugs 
and general merchandise. 

The Department recorded a 5% 
increase over October, 1943, in 
nondurables and 4% for durables. 
Part of the increase resulted from 
a 3% jump in prices over October, 
1943, but no price increase was 
reported over September of this 
year. 

Retail sales of chain stores and 
mail order houses amounted to 
$1,387,000,000, an increase of 4% 
over October 1943, and 4% over 
September of this year. Reflect- 
ing early holiday purchases, Oc- 
tober sales volume exceeded all 
months of any year except De- 
cember, 1943. 

Practically all major trades ex- 
cept mail order catalog business 
and eating and drinking places re- 
corded contraseasonal gains. 

Income payments to individuals 
for October were nearly 8% above 
the same month a year ago. Oc- 
tober, 1944, payments were $13,- 
669,000,000, a new high on the De- 
partment’s index, which has now 
reached 234.7, with 1935-39 as 100. 

The Department has noted rela- 
tively stable income payments 
from February to October, the 
longest period of income stability 
since 1929. The October gain of 
2 points nearly equaled the 2.3 
scored during all the previous 
months. 


16 Companies Now Use 
Terminal Ad Displays 


All of the 24 locations in New 
York’s Grand Central Terminal 
approved for advertising displays 
are now occupied by 16 advertis- 
ers. The three-dimensional signs, 
first of which was installed last 
August, are the product of Termi- 
nal Electric Signs Company, New 
York. 

The current list of advertisers 
includes U. S. Rubber Company, 
Champion Spark Plug Company, 
Coca-Cola Company, Liggett & 
Myers Tobacco Company for Ches- 
terfields, Sinclair Oil Company, 
Ruppert Brewing Company, Na- 
tional Distillers Corporation, NBC, 
Paramount Pictures, Life Savers, 
Inc., Hearst Publications, Waltham 
Watch Company, L. E. Waterman 
Pen Company, Eichler Brewing 
Company, Val-A-Pak luggage, and 
Meyers Make gloves. 


Coca-Cola Moves Offices 


New York offices of Coca-Cola 
Company’s regional fountain sales 
and of Felix W. Coste, vice-presi- 
dent in charge of advertising, have 
been moved from 60 E. 42d St. to 
515 Madison Ave. New telephone 
is Plaza 5-5961. The new location 
was incorrectly stated in the Dec. 
11 issue of ADVERTISING AGE. 


CAB Elects Three; 
Names Cummings 

New members of the Coopera- 
tive Analysis of Broadcasting in- 
clude the Don Lee Broadcasting 
System, Eastman Kodak Company, 
Rochester, and the Charles W. 
Hoyt Company, New York. 

Frederick Cummings has been 
appointed by the CAB to work 
on production and special services. 
Mr. Cummings formerly worked 
with the Bureau of Ships on the 
submarine and amphibian con- 


| struction programs. 


*Ten month perio 
tFour month peri 
tNot included in 


Combined Total .... 


NOVEMBER SALES OF CHAIN STORES 


s———November—_—__, % Gain 
1944 943 


d. 
od. 
totals. 


$522,746,294 $ 463,470,141 


Advertising Age, December 18 


p-—— st || Months——. 


| or Loss 1944 1943 

Food Chains 

WOME] sient Aone Se -$ 4,474,877 $ 3,957,012 +13.1 $ 47,087,239 $ 43,917,706 
Kroger Grocery 35,814,153 32,396,938 +11.0 409,377,824 388,725.64 
tNational Tea Co. 7,769,120 7,123,366 +-9.1 & > ie’ SF 
Pare 51,116,461 45,875,183 +9.2 602,738,401 542,166 4 

Group Tota: .... $ 91,405,491 $ 82,329,133 +11.0 $},059,203,464 $ 974,809,7 

Mail Order ’ 
*Sears, Roebuck .... $109, 684,195 $ 92,469,397 +18.6 $ 821,066,525 $ 718,301,7 
ES COLORS 4,104,296 2,658,200 -+54.4 31,004,336 26,217.71) 4+ 
*Montgomery Ward . 74,749,381 64,452,351 +16.0 541,418,356 529,164 48 

Group Total ... $188,537,872 $ 159,579,943 +18.1 $1,393,489,217 $1,273,684, |54 

Drug Chains 

| ieee eae $ 1,007,697 $ 940,280 +7.1 $ 10,064,400 $ 9,359.0; 
aS SR tee 2,923,578 2,878;087 +1.6 3} ,098,978 30,935 4 
i da tina’ 9,567,485 9,439,386 +1.4 406,747,675 101,241 ,¢ 

Group Total ...... .$ 13,498,760 $ 13,257,753 +1.8 $ 147,911,053 $ 141,536,3 

Variety and Miscellaneous 
BORG SIOTES ... 0000008 $ 5,365,660 $ 4,874,608 +10.1 $ 44,661,400 $ 29,343. 6468 41 
Butler Bros. .......... 10,216,320 12,476,327 +-18.1 408,210,024 112,473,939 43 
Consolidated Retail Stores 2,132,811 1,846,684 +-i5.5 19,222,289 17,666,039 : 
TDiana Stores Corp 679,154 558,480 +21.6 2,532,387 2,125.6 
Edison Bros. ....... 3,737,781 3,178,882 -+-17.6 39,512,096 35,838 3 
Fishman, M. H....... 600,023 596,708 +0.5 5,619,250 5,67! 
oN A a 16,972,159 14,969,297 +-13.4°' $47,717,101 140,369 4 
a | 6,462,824 6,056,349 +46.7 53,516,430 52,611,4 
*interstate Dept. Stores 4,343,970 3,907,280 +11.2 34,300,576 33,581,93 
Kresge, S. S...... 20,113,793 18,933,684 -!4.2 183,519,800 175,493,437 
Kens, 3. H...<% 11,914,659 11,319,141 -+5.3 109,985 697 105,861 395 
Lane Bryant, Inc. 3,349,283 2,748,973 +21.9 32,006,016 27,078 070 
ee 7,865,754 6,487,850 +-21.2 69,411,986 60,293,898 
WMCGIOTY ...ccees 6,496,560 6,114,353 +63 60,306 871 57,566,974 
*McLellan Stores 3,805,910 3,401,214 +11.9 31,263,318 29,158,037 
Murphy, G ; 7,897,392 6,802,122 +16.| 75,250,935 70,573,013 
*Neisner Bros. .. 3,624,772 3,467,504 +4.5 32,284 669 31,924 55 
Newberry, J. J... 8,359,397 7,973,030 +4.8 80,149,707 76,413,917 
Penney, J.C... 56,792,834 47,506,985 +19.5 465 485 32) 429 341 365 Q. 
Roses 5, 10 & 25c 1,184,875 1,087,818 -+8.9 10,246,165 9,196,678 +1), 
Le eee 1,558,450 1,522,414 +2.3 18,006,390 16,955,794 
Western Auto. ... . 4,746,000 4,133,000 +14.8 42,185,000 41,674,000 
Woolworth, F. W.......... 41,083,790 38,440,604 +46.9 392,251,397 377,745,247 

ee | ere $229, 304,171 $ 208,403,307 +-10.0 $2,057,644,825 $1,938,958 788 


412.8 $4,658,248,559 $4,328, 989.030 
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ARE THE 
Department Stores 
of the Masses... 


These stores handle over 30,000 different items popularly priced, 
from 5c to $5.00 and over, to meet the needs of the masses. No 
matter what size city, town, or village you go into, the syndicate 
variety stores get the traffic. 

Many of these stores do over a million dollar annual volume. 

In the 5000 odd stores comprising the big 10 group the average 
annual volume per store is over $275,000.00. In this important 
group of stores alone, which did a volume of $1,341,376,361 in 1943, 
The Merchandiser gives you a coverage of nearly 12,000 key people. 

A mass distribution market efficiently geared to handle post-war 
mass production. 

Don’t overlook this tremendous 


POST-WAR PLANS! 


The “Merchandiser” 


market in your 


A highly specialized medium cater 
ing exclusively to the 5 & 10 to $1.00 
and up syndicate variety stores. 


Editorially slanted to the problems 
and interests of the store mana,ers 
and their assistants, who do the (y- 
in and day-out ordering of merch» 
dise for this approximately two bil! on 
dollar market. 


Total MERCHANDISE-O2- 
DERING circulation 16,514 ke 
people in 8300 stores. 

Largest audited circulation in the fivld 


“A 


The Magazine of 


THe “* 5 1 0° MARKE® 


NDICATE STORE MERCHANDISER 


BE 


79 Madison Ave., New York 16, N. Y. 


Inc 
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Hotel Program 


“Gisecks Ex-G.l. 


foes for Jobs 


- York, Dec. 12.—Sponsored 
American Hotel Associa- 
nationwide plan to employ 

terans in the hotel industry 

been launched with publica- 

f a booklet telling managers 

o hire ex-servicemen. 
26-page booklet, “Jobs for 

J, Joe in America’s Hotels,” de- 

ribes the problems ahead in pro- 

1g jobs for veterans, outlines 
uties and responsibilities of 


+{Mvarious hotel jobs, presents a 
Training program, and lists the 
.)@—veterans administration stations to 
+S#iwhich managers may refer for in- 
*iormation regarding their veterans 
+4femployment program. 

4 According to Howard F. Dugan, 


vice-chairman of the public rela- 
tions committee of the association, 
he booklet incorporates the results 
bf six months’ continuous study 
and research by leading hotel men. 
Prepared for the 5,500 hotels in 
the organization, the program is 
Bcufficiently elastic to permit its 
@.daptation to hotels of various 
sizes in all parts of the country. 


Streamlined Plan 


Mr. Dugan said the hotel re- 
employment program is practical 
and simple, and has been pur- 
posely reduced to a streamlined 
basis so that hotel men can make 
it effective now. 

“It informs the hotel man,” said 
Mr. Dugan, “how to prepare for 
the return of G.I. Joe, placing him 
in the job best suited to his abili- 
ties. It shows the hotel man how 
to work with government agencies 
in the employment of disabled 
veterans. It outlines the essential 
steps in re-training, or training, 
returned soldiers. It provides a 
guide to the Selective Service Act, 
informs the hotel man of the func- 
tions of the various agencies inter- 
ested in the veteran. It outlines 
descriptions of typical hotel jobs, 
and in doing all this, stresses that 
itis the personal concern of every 
hotel man in the country.” 


OEE nae 


o~ ~i  ¢ 


Form Albany Agency 


Goldman & Walter Advertising 
Agency has been formed in Al- 
bany, N. Y., by Harry L. Goldman, 
formerly sales manager of WABY 
and WOKO, Albany, as president, 
and Mrs. Floyd Walter, former ac- 
count executive for the two sta- 
tions, as secretary-treasurer. Per- 
manent quarters will probably be 
t 75 State St., Albany. 

Other staff members will in- 
lude Louise Benay, radio director, 
Adelaide Sanders, art director, and 
Lee Stewart, head of the copy de- 
partment. 


Promotes Willson, Shank 


Inez Searles Willson and Dor- 
thy E. Shank have been appoint- 
ed vice-presidents of Harvey & 
Howe, Inc., Chicago and New York 
fome economics counselor. Miss 
Willson is executive editor of 
W hat’s New in Home Economics, 
national magazine for professional 
iome economists published by the 
irm, and Miss Shank, in addition 
‘0 acting as food editor of the pub- 
ication, is director of the home 
economies exerimental kitchen and 
research department. 


RLD PETROLEUM 
he producers who buy for this market 
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Curtiss to Advise WPB 


Don Curtiss, promotion manager 
of Good Housekeeping, has been 
appointed to serve as a consultant 
in the magazine and periodical 
section, printing and publishing 
division of WPB. 


Sterling Factors to Lyon 

Sterling Factors Company, New 
York, has appointed S. Duane 
Lyon, Inc., New York, to handle 
advertising for the company. 
Newspapers and trade publications 
will be used. 


Travel Page Ads 
Urge U.S. Winter 
Trade to Mexico 


Chicago, Dec. 13.—Designed to 
attract winter  vacationists to 
Mexico, advertisements will be 
carried in Sunday travel sections 
of all large metropolitan newspa- 
pers from New York to San Fran- 
cisco during December and Janu- 
ary by the Mexican Tourist Asso- 
ciation. The 4x54” ads are head- 


|lined “Saludos! 
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We who are soon| conditioned Diesel-drawn de luxe 


to welcome you to Mexico, salute} trains, faster and finer steamship 


you!” 
Body copy declares, “In 
recent travel survey made 
Time~Life-Fortune, 34% 


of the| 
travel agents checked Mexico as a| 
prominent drawing card in tour- 
ism of the future. Easily accessible | 
now, Mexico will lure the traveler | 


| services and multiplied stratoliner 
the | schedules” the traveler may ex- 
by | pect, the copy adds: “Meanwhile, 
thousands are finding in the for- 
eign flavor and the compelling 
charm of Mexico the balm and 
recreational respite so necessary 


more than ever after the glorious |@uring a period of urgency and 


dawn of peace.” 


Cites Wartime Lures 
After describing 


| high pressure.” 
Agency for the association, a 


| branch of the Mexican Govern- 


the postwar|ment Tourist Department, is the 


improvements in “motor roads, air Caples Company, Chicago. 


the Oregon market. 


By whatever yardstick you prefer, The Oregonian 
is the medium to carry your message to the rich 
Oregon market. 


ONE NEWSPAPER ALWAYS 
LEADS—IN OREGON IT’S 


wow 00 YOU JUDGE THE 
VALUE OF A WEWSPAPER, 
YOUNG FELLA? 


If you appraise the value of a newspaper by its circulation, 
remember that The Oregonian has the greatest circulation in 


BV ITS 


INFLUENCE — 
ON THE WHOLE 


MARKET / 


Remember, if you aren’t in The Oregonian, }O 


you aren’t.in the Oregon market. 


More important than the number of readers is reader con- 
fidence. Reader confidence has been the most proved asset 
of The Oregonian since its founding in 1850. Reader confi- 
dence means readership; readership means influence. 


- PORTLAND, OREGON 


ASK A PAUL BLOCK MAN FOR DETAILS 
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‘Dakota Farmer’ Moves 


Dakota Farmer, Minneapolis, has | 
moved to new offices at 1019) 
Northwestern Bank building. 


——— + 


———— 


mre ooth YEAR tz 


- +. for @ quarter century read by 
all County Agents and Vocational 
Teachers, for the newest in Agri- 
culture and Home Economics. 


AGRICULTURAL 
| LEADERS’ DIGEST 


139 N. CLARK ST. 
CCA CHICAGO 2 


Farm Publications 


WWL Advi. 
Oct. 1940 


. You Think of 
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DECEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


26,364 


° | Commercial Cor 
Display D 
Show 11.5% Gain site at 
| Poultry Po 
- Ad V ] -—— Total Advertising ——, and Livestock Total Advertising - ana I 
in e) ume -—1944—_, 1943, 1944 1943 -—1944——, ——1943 1944 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines 
New York, Dec. 13.—Although | FARM MAGAZINES WJournal.---7...... 47.6 20,018 16,8 7,089 941 
eas . . . VOUPMNAL wee eee nvne » oY, . . ‘, . 7, 5 
dailies again registered a_ slight Capper’s Farmer ... 33.1 22,528 34.6 23,502 21,504 22,311 Western Livestock 
loss, December and eaten Country Gentleman. 53.1 36,129 49.3 33,547 34,178 31,318 5 ae 73.4 30,828 113.6 47,726 12,138 
issues of farm magazines and|Farm Journal & eer! ee hace. 
: in seat n ie rife FOR OFF ota oe ose Total Group......152.3 74,248 152.1 71,224 ,960 
papers carried a total of 1,490,846 BR acon Wite ... 69.5 36,640 61.6 22,120 24,690 20,719 P 5 7 1 71 44,96) 
. + 3 zyressive Farmer: 
lines of advertising, 11.5% more| © earolina-Va. ; Semi-Monthly—November 
than were run in similar issues of Maition ..2:5;. 33.9 24,658 30.6 22,293 23,007 20,730 | California Grange 
‘ Py totaal MO rian xis ae .. 13.8 14,966 12.6 13,720 14,966 
a year ago. ; eee 34.2 24,901 31.0 22,560 23,173 20,974 | Dakota Farmer ... 34.6 26,690 30.0 23,234 26,691 
Farm magazines, with a total of| xy Tenn. Edition. 32.1 23,391 30.4 22,104 22,038 20,812 | Farmer, The ...... 49.9 39,114 43.8 34,372 34,95: 
244,909 lines, were up 8.7% over| Miss.-La.-Ark. Meare's Bayes. . — a.aes #3 Pripts 25,977 
i 9o j eae 31.2 22,678 27.9 20,340 21,105 18,974 aho Parmer ..... 2 24s 28.6 21,6: 26,572 
the previous year s issues. Monthly Texas Edition.... 37.7 23,060 27.6 20,108 20,995 18,346 Indiana Farmer's 
farm papers carried 276,701 lines | *In all 5 Editions 28.5 20.749 24.9 18,153 19.613 17.276 ye aulde Lae 28.7 22,463 20.9 16,360 17,830 
: : ° *Avers r ansas ‘armer occe abe Bee 29.2 22,18 19,154 
= December sarues, UP 15.9%; and ARditions 5 ee oe 32.6 23,737 29.5 21,481 22,064 19,995 | Michigan Farmer... 27.5 21,134 28.7 22,051 20,15 
74,248 lines in November issues, * Southern Agricultur- Missouri Farmer.... 4.2 3,280 6864.8 8§=6©3,753 892,871 
a 4.2% gain. November semi-| ist .............. 27.1 18,999 22.2 15,558 18,192 14,296 + tana > area He as. ors pe pe 19,196 
; i i arming. 51.2 23,025 51.7 23,258 21,483 21,71 Montana Farmer .. 36.5 27,62 6 23,877 20,044 
monthly publications, with a tot gee : a Nebraska Farmer .. 54.7 41,367 49.7 37,553 38,498 
of 539,689 lines, were up 15.8%;| ‘otal Group...... 393.1 244,909 356.9 225,290 230,365 210,193 | New eee 34.1 23.861 29.8 
P > ¢ : omestead ...... . 23,86 29. 20,835 19,185 
bi-weeklies, with 86,637 lines, Ohio Farmer ...... 34.4 26,420 31.4 24,108 25,478 
FARM PAPERS Oregon Farmer .... 37.0 27,999 27.4 20,684 27,354 
Monthlie Oregon Grange 
} 8 ee A 6 8,172 h 8,172 
{American Fruit ~ ~ a ain Pennaneverie Farmer 30 2 33,184 Ht 25 162 hy 
Grower ..:5.5.+5. 188 “GSTS, 88 CF S.ACT CAE teh Parmer.s..... 2.2 16,816 16.1 12,190 12,663 
a Saat Wallaces’ Farmer & 
_ Journa Bete. ° j : Iowa Homestead. 56.9 44,610 48.0 37,721 39,874 
Eastern Edition.. 50.9 21,852 43.8 Washington Farmer 39.7 30,036 30.1 22,790 29,391 
Central Edition... 39.7 17,029 34.6 Wisconsin Agricul- 
Western Edition.. 29.7 12,741 25.2 ae ° oo wa ek 19 , 
*In all 3 Editions 26.9 11,561 19.6  * beaebete See SAE See REIS, SEEN 
Better Fruit ....... 9.0 3,784 7.7 " " con 9 Ea0.en0 6 - iw 
Vicanteta” Gamatia.. 268 8.324 17.0 Total Group...... 695.3 539,689 601.6 466,081 492,778 
? California Citrograph 17.0 11,452 14.4 Bi-Weeklies—November 
Carolina Co-operator 2.0 830 1.0 American Agricul- 
, ‘ative Diges ‘ 3,364 5.2 oT ” 
Cooperative Digest.. 16.0 3, ee PRES 28.7 20,900 26.9 19,607 19,055 
a oa me des 5,087 248 California Cultivator 39.1 29,529 31.1 23.537 27,028 
Q@rm cc cesesece oo vy ‘ vo. airy ' %o ag 
Farm and Ranch... 30.0 22,707 23.6 —— @ League 6.3 4,565 3.0 > 161 9 925 
Farmer-Stockman .. 20.0 15,116 22.3 Satin Gimme P os nas ° ‘ 4 en ace 
Florida Grower .... 13.5 6,678 11.9 hii bein SS een ee eee eee 
Kentucky Farmers’ " q ea *-. . oR 9 a ch her 
Home Journal ... 10.5 8,238 12.0 9,353 7,906 8,569 Total Group...... 117.6 86,637 98.2 72,394 75,655 
eee Michigan Farm News 1.5 3,276 1.0 2,079 3,246 044 
National Live Stock Weeklies—November 
Producer .....-<.« 7.8 698 5.0 8,655 5,468 3,375 ptr 4 eekly ... 5.9 13,284 6.6 14,872 12,954 
New Jersey Farm eekly Kansas 
and Garden ...... 1.9 14,364 26.9 12,126 12,122 10,344 | City Star ........ 13.7 33,796 10.5 25,765 26,616 
Ohio Farm Bureau ee a SES Se +a 
i ee 12.0 5,400 12.4 5,571 5,140 5,330 ~_— vena oh dss a 19.6 47,080 17.1 40,637 39,570 
| Poultry Tribune: allies— November 
Eastern Edition... 62.2 26,724 51.6 8,915 Chicago Daily Drov- 
Central Edition... 51.1 21,927 40 7,659 _ ors Journal ..... 27.3 58,065 29.6 63,028 34,647 
. Western Edition.. 40.5 17,385 32.9 7,416 Kansas City Daily 
Pacific Edition... 40.5 17,403 35.4 7,751 Drovers Telegram 31.0 65,900 25.6 54,455 35,602 
en Ou in 0 *In all 4 Editions. 35.9 15,420 26.8 6,633 Omaha Daily Jour- 
Southern Farmer .. 4.5 3,425 4.6 3,678 nal-Stockman 26.9 57,152 33.0 70,174 39,806 
Southern Planter .. 26.0 18,227 24.5 15,560 St. Louis Daily Live 
SEAS i -nliicagaes. <Seeieeasailek”” -etelieiaieata: |b Stock Reporter... 19.0 40,465 16.7 35,482 27,799 
Total Group......562.3 276,701 467.4 238,775 205,599 166,214 eee — a — 
Total Group...... 104.2 221,582 104 9 223,139 137,854 149,311 
Monthlies—November ay 
| Arkansas Farmer .. 13.6 10,294 8.9 6,704 10,294 6,704 *Not included in totals. 
| Idaho Granger ..... 8.1 Seen 604.3 .. O797 8,782 6,727 | {Page size changed since last year. 
Nation’s Agriculture 9.6 4,331 6.6 2,978 4,331 2,978 *Five issues 1944, four issues 1943. 


The Air Capital of the South 


| 
CHICAGO & SOUTHERN 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


CBS APFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, 


New Orleans 


WWL—LAND 


WWL Dominotes the NEW Deep South— 
Headed for PERMANENT Prosperity 


INC, 


were up 19.7%; and weeklies, with 
| 47,080 lines, were 15.9% ahead. 

November dailies ran a total of 
221,582 lines, .7% less than in 
similar issues of a year ago. 

Canadian magazines, with a 
total of 250,622 lines, were up 
| 23.5%, while Canadian farm pub- 
| lications, which carried 266,432 
| lines, were 37.8% ahead. 


Yale & Towne Forms 


Export Departments 


Yale & Towne Mfg. Company, 
New York, has established export 
|departments in two of its manu- 
| facturing divisions at Philadelphia 
land Stamford, Conn. Victor R. 


export sales of Yale hoists, indus- 
trial trucks and industrial dial 
|scales at Philadelphia, while 
Henry C. Gebhardt will head the 
export department at Stamford, 
|manufacturing Yale locks, build- 
|ers’ hardware, door closers 
tri-rotor pumps. 


Siboney Promotes Rum 
Siboney Distilling Corporation, 
|New York, is using 375-line in- 
| sertions in newspapers in about 30 
| cities throughout the country, and 
pages in liquor publications 
through December to tell “A few 


facts you may not know about 

rum.” Kenyon & Eckhardt, New 

York, is the agency. 

| abc igh 

\“Register’ Appoints 
Bertrand E. Stolpe has been 


appointed promotion manager of 
the Des Moines Register and Tri- 
bune, succeeding John Marston, 
who will become an assistant on 
the papers’ executive staff. Mr. 
Stolpe has been advertising and 
sales promotion manager of Sar- 
gent & Co., Des Moines. 


Fairchild ‘Names Martin 


| Gould B. Martin has resigned as 
publicity head for Hamilton Stand- 


ard Propellers, a division of United | 


Aircraft Corporation, East Hart- 
ford, Conn., to become publicity 
manager of Fairchild Engine & | 
Airplane Corporation, New York. 


and j|day high school drive in Chicago 


| 
} 
| 


43,000 Schools 


| days’ 
| Ball has been placed in charge of | 


Join in Drive 
to Save Paper 


New York, Dec. 12.— Boys and | 
girls in 43,000 elementary schools | 
in the country have signed up for 
the “Papertrooper’ campaign 
which the ANPA, WPB and the 
United States Office of Education 
are promoting jointly. In all, it is 
estimated, 1,500,000 school chil- 
dren are enrolled in the campaign. 

November figures on paper sal- 
vage showed a sharp decline. Mills 
in the East had only eight to 10 
supply. In the Midwest and 
West, mills were reported about 
two weeks ahead of supply. 

In Chicago, elementary school 
children in the last five weeks 
have collected more than 5,000,000 
pounds of paper salvage in the 
“Papertrooper” campaign. A one- 


| 
| 
| 


recently netted 1,500,000 pounds 


of paper. 
To Spend $300,000 

The War Activities Committee 
of the Pulpwood Consuming In- 
dustries will advertise in 825 daily 
and weekly newspapers in 23 
states next year in its continuing | 
program for stimulating pulpwood 
production. The committee’s de- 
cision was based on. peak war 


| 
| 


LOOK IT UP in 
the MARKET DATA BOOK! 


| 


| CONSUMER MARKETS EDITION 


al 
BUSINESS PUBLICATIONS EDITION 


a last-quarter 
| ceipts 


|needs for pulpwood products and 
slump in mill re- 
of pulpwood, which 


now 


threaten 1945 wood pulp produc: 


tion. 


The pulpwood committee’s ap- 
| propriation for advertising is about 


| $300,000. Agency 
|Company, New York. 


GS. 


L. Mille 


An ad just released by the pulp- 
wood committee carries a 
Eisenhowe! 
headed “I want more supplies thai 


ment from General 


we are getting 


and 


state- 


points 


out that “pulpwood is now a \ 
1 critical war shortage.” 


To Canco Pacific Post 
Dr. Roger H. Lueck, formerly i 


the New York sales office 
American Can Company, and ace 
tive in its postwar planning, has 


been appointed manager of sales 


of the company’s Pacifi 


c di\ 


s10on 


Glove Account Placed 


Norman A. Mack & Co., New 
York, has been appointed to dire! 
advertising, merchandising an0° 
publicity of Superb Glove Com: 
pany, Johnstown, N. Y. A large 
schedule of women’s magazine 
plus a trade publication campaigi 
will be used. 
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Retailing Home Furnishings. | i 
 Bte wart-Warner Satie aivactesmmae, cadcder- DECEMBER CANADIAN MAGAZINE LINAGE Buckley Joins JWT . 
a) . ing the same appeal, have run in ———1944—__ ———1943—_, | Joseph Buckley, formerly with 
ling ompletes Radio those publications monthly since Pages Lines Pages Lines General Electric Company, Bridge- 
ry October. and since September in | Canadian Home Journal...... 45.7 31,086 37.4 25,443 | port, has joined the trade depart- 
Stor a A ’ es Canadian Homes & Gardens tiene F 22,545 28.2 18,920 | ment of J. Walter Thompson Com- 
rs : 
194 nversion Plan Radio and Television Weekly.| Chatelaine ............... petbais oot es 43.9 29,843 34.5 23,454 . : : 
Line eco hey MacFarland, Aveyard & Co. is the] *Liberty .........00000..., fe ise xs Canes 22,887 36.9 15.817 |Pany, New York, as a copywriter. 
Chicago, Des. 19 <- Within 60 agency. a s (2 issues). et ett eer rrr ert 4 35,214 4 6 hid te 
hays {ter ag a ge ce rg la eae National Home Monthly. Cee ee eee ee 33. 2 § 26.6 18,120 fo 
12,894 Fictions are lite ewart-War- 2 i, Sa tO tae ab eee 7 20,629 24.0 16,320 
- “ Corporation will ship new Boone to Direct Press Revue Moderne, La.... ‘ Tee: +. 83.9 22,368 Badashe 9,938 The : ve a 
; jvilian radios from its South Plant for Air Transport Assn. en ere |e 250,622 313.1 cozoag || AUTOMOTIVE SERVICE INDUSTRY 
t Ch.cago, now reputedly the na-| perjey Boone has resigned from fe syettns, Oo eee ee 
>») ion’s pm eee - owned the oe staff of the oo York Display, Including Poultry and Livestock in Canadian Farm Publications RT oe in. 
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Reconverted, it will house three 
10-foot powered conveyor lines 
for the assembly of the first S-W 
hostwar radio models, and several 
shorter conveyors for production 
bf export and private brand radios, 
Mr. Hiter said. 


Plans 3,500 Sets Daily 


“At peak production on a one- 
shift basis, we will be turning out 
8500 sets daily, or more than one 
million Stewart-Warner radios a 
year, ” he said. “Our new radio 
plant will have a capacity for over 
D000 employes, working in one of 
the largest single-unit, continuous- 
bperation radio plants in the 
JInited States.” 

He said that the plant, converted 
to fuse production nearly a year 
before Pearl Harbor, was inspected 
y many war contractors as an 
outstanding example of rapid con- 
version from peace to war produc- 
34,750 Mion, and “with the same speed 
with which we converted for fuse 
production, we plan to reconvert 
r radio production.” It is quite 
possible the company will be one 
f the first to distribute civilian 
sets after the war, he added. 

The reconversion will in no way 
interfere with the company’s pro- 
luction of fuse or radio-radar 
quipment, Mr. Hiter emphasized. 
ervice equipment will continue to 
arry the highest priority and the | 
trictest security safeguards, and | 
reconversion plans are based 
largely on “segregated production” 
methods, he said. 
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Ad Program Resumed 
state-fa 2€ company recently resumed | 
nhowerfae’® @dvertising for S-W radio Sens | 
es thang’ business papers, reassuring | 
lealers that when materials are | 

lade available the company will | 
roduce radios on an_ increased | 
cale, | 


Page advertisements in two} 
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st lors are to appear once a month 
rerly ‘M.roughout 1945 in Electrical | 
Tice = ‘Be lerchandising, Farm Implement | 
oe; had News, Hardware Age, Implement 
f soled nd Tractor, National Furniture | 
vision eview, Radio and Television Re- | 
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liling, Radio-Television Journal, 
Radio and Television Weekly and 
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"The SOUTH is America’s 
Economic Opportunity No.1 
jae ays. Donald Helson 


Extracts from a recent speech 
by the former chairman of WPB: 


“The South is no longer America’s Economic Prob- 
lem Number One, but America’s Economic Oppor- 
tunity Number One.”’ 


“I say flatly that the South cannot be prevented 
from moving swiftly into an era of industrial and 
social development that will astound the world.” 


“People who talk about the South of 1944 as if it 
were the South of 1939 or 1929 simply do not know 
the facts.” 


“In the Tennessee River Valley, from 1933 to 1943, 
per capita income rose 75 per cent as against 56 
per cent for the nation.” 


“Southerners are earning more and buying more. 
Consumer surveys reveal that the variety of products 
wanted by Southern families is steadily increasing 
and indicate a great Southern post-war 
market for all kinds of consumer goods.” 


. p 


“The abundant Southern Agriculture, 


which is becoming ever more varied | The South Subscribes to 


and scientific, cannot help but lead to 
new enterprise.” 


a / 3 LL 


The. Progressive Farmer 


Advertising Offices: sirnmMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S, Townsend Co., San Francisco, Los Angeles 
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Stockholders Approve 
Olin-Western Merger 


Stockholders of Western Cart- 
ridge Company, East Alton, IIL, 
have approved merger of that 
company with Olin Corporation, to 
form Olin Industries, Inc., as the 
parent company of all industrial 
enterprises of the two companies. 

The merger will become effec- 
tive and stock will be issued on 
Jan. 1. 


NO USE TURNING 
CUSTOMERS AWAY 


Aad pet ven may If You 
e doing jus at. 
There's a 7 billion) Manufacture 
dollar market you and Sell 
could encourage| COSMETICS 
simply od letting 
these people know you d welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 


Video Speakers 
Conflict on Speed 
of Expansion 


Baker Foresees 100 
Stations in Five Years 


Serving 67,000,000 


(Picture on Page 63) 


New York, Dec. 13.—‘‘Television 
will not take the country by storm 
the day war is over,” but “there 
will be at least 100 active master 
television stations in the country 
five years after the war and within 
their service areas will live 67,- 
000,000 people—over half the pop- 
ulation of the United States.” 

That statement by Dr. W. R. G. 
Baker, vice-president of General 
Electric Company, Schenectady, 
was a keynote of the first annual 
conference of the Television 


Broadcasters Association, held 
here Dec. 11-12. In_ general, 
speakers predicted a brilliant and 
successful future for television as 
a new medium for selling and 
entertainment after the war, as 
well as a large potential for post- 
war jobs. However, in most cases, 
the query as to how fast television 
can grow when wartime restric- 
tions are removed remains un- 
swered, with speakers mentioning 
such factors as the postwar com- 
petition the medium will face, and 
the programming and _ technical 
problems to be solved. 

Dr. Baker described two major 
applications for television after the 
war — broadcast television for 
home entertainment and education 
and as one of the most powerful 
mass advertising media ever de- 
veloped, and industrial television, 
used for example as a merchan- 
dising medium for retailers 
through the installation of an 
intra- department system within 
individual department stores. 


Agencies Build Staffs 


Pointing out that in New York 
City alone, 21 major advertising 
agencies have added .television 


“He says we’re moving in on the ground floor 


He’s advertising in Hardware Age” 


Put ‘em back, Daisy! It’s a different, 
much more important move than 
your cute little mind was able to 


grasp. What the boss meant was this: 

He’s moving in on a great Ameri- 
can selling ficla—tive hardware trade. 
Careful investigation has proved to 
him that here is a market truly 
national in every sense of the word— 
in distribution, in appeal, in back- 
ground. He knows that the hardware 
trade reaches out to every city, town 
and whistle-stop in the land. . . 
that practically everything grown, 
built or maintained involves the use 
of merchandise carried in the hard- 
ware store ... that to Americans 
everywhere the hardware man is a 
good neighbor, a valued counsellor, 
an experienced, trustworthy salesman 
of 60,000 items essential to home, 
farm and industry. 

The boss isn’t going to overlook 
that setup—and when he moves in, it 
will be on the ground floor! ... 
He’s advertising in Hardware Age, 


beyond question the outstanding leader in its field. 
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Figures that Add Up: 


This will bring his message directly to nearly 15,000 
hardware retailers, including the top 9,000 who han- 


© Hardware Age has the largest circulation in the hard- 
ware field—23,105. 


dle 72% of the entire retail business. Then there are © Hardware Age has the largest retail circulation: 


the wholesalers: Hardware Age has 3,524 subscrib- 
ers among executives and salesmen whose firms 


15,960 hardware retailers and retail salesmen, as per 
A.B.C. Statement, June 1944. This includes over 
15,000 individual stores. 


for % of the wholesale volume. © Hardware Age has the largest wholesale circulation 
account for 92 7o —3,524; this includes 90% of all wholesalers, plus a 


That, Daisy, is coverage! . 


. . And for your boss 


large proportion of wholesale salesmen. 


it’s the smartest move he can make—to a ground- © Hardware Age has the largest voluntary renewal per- 


centage—79.12%. 


floor show window on the world’s busiest street— 


Main St., U.S.A. 


pa ys. 


™ 


“We Hardware Dealers pay to 
read Hardware Age.” Maybe 
that’s why advertising 


in Hardware Age 


ae 


Hardware Age, in 1943, was used by 92.4% of all 
hardware advertisers in national publications. Of 


these, 51% used it exclusively. 


x«* * 


Our booklet, ‘The Hardware Marke: and How to Sell 


) la 


is a clear summary of impartial government figures 


—facts vital to manufacturers. Let us send it to you. 


10 


HARDWARE 


AGE 


Wain Entrance to the Great Hardware Market 


A Chilton © Publication 


100 East 42d Street, New York 17, N. Y. 


®@ Charter Member @ 


Adverttsing Age, December 1). 


some of G-E’s recent television 
activities, Dr. Baker offered the 
opinion that “skeptics who say 
television is not technically ready 
for widespread use would be 
somewhat nearer the truth if they 
said that television is not quite 
ready program-wise. . . : 
“The lack of manpower and the 
limited number of television re- 
ceivers in service prevent any 
large investment of money in pro- 
gramming,” he continued. “How- 
ever, television is beginning to 
attract the participation of show 
business. Participation and coop- 
eration of the entertainment in- 
dustry is absolutely essential if 
we are to have television programs 
of sufficiently high professional 
standards to attract the large audi- 
ence necessary for television’s con- 
tinued growth and advancement.” 
Future standards of performance 
for television were brought up by 
John F. Royal, NBC vice-president 
in charge of television, who recom- 
mended that the TBA “give care- 
ful consideration to an industry 
programming code which will, as 
far as possible, guarantee the co- 
operation of all televisors in pre- 
senting clean programs.” 

Mr. Royal read to the group a 
dispatch he had received from 
NBC’s Paris representative, John 
MacVane, in answer to Mr. Royal’s 
investigation of the report that the 
French “had 1,000-line television 
about ready for the public.” 


Not Practicable Yet 


Quoting Jean Guignebert, di- 
rector general of French Radio, 
Mr. MacVane’s dispatch said, “I 
believe it will take us at least four 
and probably many more years of 
experimentation with 1,000 - line 
high frequency television before it 
will be practicable for the public. 
. . At the moment France is not 
ready even to go ahead with 450- 
line television except on a minor 
experimental scale. . . The Ger- 
mans worked on television here, 
but rather in the sense of practical 
applications of known methods 
than new advances.” 

The chief of French Radio con- 
firmed that the Germans used 
material dating from 1937 for pro- 


directors to their staffs, and citing |) je» 


TIMETABLE OF TOMORROW —Tw 
is using 22 dailies in 14 cities across 
the country to show future world ¢ray. 
elers what tomorrow's overseas flying 
timetables will look like. 

ner, Inc., New York, is the agency. 


Arthur Kud. 


grams to German soldiers in hos 
pitals, Mr. MacVane said, adding 
“told mé4 
French Radio is beginning experi 
mental programs on 450-line tele 
vision, using 200 old receivers 
probably in February or March.’ 

Lewis Allen Weiss, 
vice-president of the Don Lee Net 
work, cautioned the group agains 
“over - enthusiastic 
industry 
postwar purchases of televisioy 
sets by the public. Early receivin 
sets will retail at $300-$350, Mr. 
Weiss said, and, although manu 
may be prepared tq 
deliver sets to the public, “onl 
one in ten American homes wil 
be equipped with receiving set 
for many years after the war.” 

Television will have to compete 
with other services and goods, Mr 
including de 
mands “for new model refrigera 


that M. 


some 


facturers 


Weiss 


predicted, 


Guignebert 


forecasts 
spokesmen” 


tors and indoor plumbing.” 


E. W. Engstrom, 
rector of RCA Laboratories, say 


executivd 


research di 


JUST ANOTHER ADVERTISER 
MAKING THE DEADLINE 
AT THE UNION-STAR |! 


point for production. 


of leading national advertisers. 
three out of every four homes. 
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Business is good in Schenectady today and shows every in- 
dication of being better tomorrow. Home of two of America's 
major industries, Schenectady has been and will be a focal 


To reach this thriving, busy populace, the Union-Star's important 
lead in City Zone circulation has made it the number one choice 


Now delivered to more than 


d, 


KELLY-SMITH CO., National Representatives 
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tage as set and ready, tech- 
“for the beginning of a 
television broadcasting 
to the public. He warned 
levision would be delayed 
long time if the industry 
the recommendations of 
hose who “speak of the need of 
ther improvement and refine- 
ent and of the necessity .. . to 
se channels in a higher frequency 
ortion of the radio spectrum.” 
Mr. Engstrom mentioned various 
tors to be considered in the 
ostwar employment opportunities 
fered by television. Among these 
=S52 Fre the men and women returning 
- fom the armed services who will 
skilled in the use and mainte- 
ance of complex radio and elec- 
onic equipment, the “pent-up de- 
‘re for the new things” which the 
industry can provide, and the 
rge number of men and women 
xijlled in the industry who will 
ish to continue as it expands 
fter the war. 
Robert L. Gibson, assistant to 
he vice-president in charge of 
iivertising and publicity of G-E, 
yoke of television’s need for “con- 
‘derable motion picture and stage 
echnique.” } 
“While the television stations 


ne s 
ical] 
egular 
arVvit 


‘a nat 
ENS: ) ¢ 


, 
llow 


—TWA 
; across 
ld tray. 
; flying 
ur Kud- 


ency, 


poe, re likely to be operated by the 
ld magedio industry,” he said, “it will 


he the motion picture industry 
hich will provide much of the 
programming ...I doubt... that 


experi 


here will be a new show every 
ecutivagpignt as there is on radio.” 
prbin May Force Movie Changes 
sts bi “The widespread use of televi- 
n” ion will of course have some 


levisiommffect on motion picture theaters,” 
ceivingair. Gibson continued, “but I 
50, Mrggoubt very much whether the 


rowth of television will neces- 
srily reduce their income, It may 


manu 
red td 


, “onlymesult in a change in the type of 
es willictures which people will want to 
ng set@™ee in theaters as contrasted to 
war.” M—What they will be able to see on 
ompet@mmelevision.”’ A 

ds, Mra Also speaking on television pro- 


ramming, Thomas H. Hutchinson, 
irector of production, RKO Tele- 
ision Corporation, New York, 
xpressed the opinion that “the 
levision audience will not stay 
t home of an evening to see a 
00d 30-minute television program 
hich is surrounded by a lot of 
ad programs. All of which leads 
1e to wonder whether a potential 
levision client would not get 
uch better results if he bought 
mn hour and a half one night a 
eek rather than six 15-minute 
eriods spread over six days... 
is refutes the advertising slogan 
f the necessity of repetition and 
s proven results, but are we 
bing to find the same thing true 
1 television that we found in 
lio?” 
First awards to be presented for 
chievement in the advancement 
the art, science and industry of 
levision were given at the TBA 
anquet to 16 individuals and sta- 
Os in the television field. First 
wards were made to Dr. Vladimir 
Zworykin, director of electronic 
search, RCA Laboratories, for 
rchnical pioneering in engineer- 
J g; tt WABD, New York Allen 
DuMont station, for programs, 
id to Brig. Gen. David Sarnoff, 
1 leave as RCA president, for 
neral contribution to television. 
Un Dec, 12, the second day of 
be convention, Comdr. William G. 
dy, U.S.N. retired, disclosed 
|, through the Navy’s electronic 
program, 100,000 engi- 
ers will be available for the 
alo and television postwar. 
During a technical roundtable 
ussion, O. B. Hanson, chief 
of NBC, described the 
‘nical costs of television as 
rec to four times that of ordi- 
ind broadcasting, but that 
mact of visual advertising is 
ures as great as sound radio.” 
necrs offered the opinion that 
| por \‘evision would not be prac- 
al eight to 10 more years. 
{ closing session, the TBA 
Jack R. Poppele, chief 
’ =n’ r of WOR, New York, suc- 
ec Allen B. Du Mont of Allen 
Ju Mont Laboratories. Robert 
z n of G-E, was named vice- 
\ it, and Will Baltin was re- 
secretary and treasurer. 
1leeting of the group is 
or December, 1945. 


| RELAY POINTS 
spope’ Bw ngton, Dec. 13.—Motion 


industry interest in tele-| 


rtising Age, December 18, 1944 


vision was further evidenced here 
today when Television Produc- 
tions, Inc., 100%-owned subsidiary 
of Paramount Pictures, applied for 
experimental television relay sta- 
tions in eight widely scattered 
parts of the country. 

Already the licensee of two ex- 
perimental mobile stations in Los 
Angeles, the firm is seeking fixed 
relay points on Paru Mountain, 
Vt., New York, Buffalo, Detroit, 
El Paso, Des Moines, Chicago and 
Los Angeles, preliminary to the 
establishment of television net- 
works. 

In its application, the firm said 
that it hoped eventually to estab- 
lish and maintain transmitters in 
or near a number of important 
cities, which could be linked to 


form two television networks. 

According to the exhibits sub- 
mitted to the FCC, one network 
would cover New York, Buffalo, 
Detroit, Chicago, Des Moines, Kane 
sas City, Albuquerque and Los 
Angeles. The other would serve 
Los Angeles, El Paso, Fort Worth, 
Houston, Birmingham, Ala., New 
Orleans, Atlanta, Charlotte, Rich- 
mond, Washington, Philadelphia 
and New York. 


LeQuatte Appointed 

Hub Hosiery Mills, Lowell, 
Mass., maker of ankle socks, but 
currently in war production, has 
appointed H. B. LeQuatte, Inc., 
New York, to direct its advertis- 


ing. 


Maytham to Maxon 


Thomas E. Maytham, formerly 
account executive with Chas. Dal- 
las Reach Company, Newark, has 
been’ named media and research 
director of the New York office of 
Maxon, Inc. He succeeds H. L. 
Mooney, resigned. Mr. Maytham 
was with Batten, Barton, Durstine 
& Osborn for 15 years before going 
to the Reach agency. 


McAvoy Appointed 


John Arthur McAvoy has been 
appointed national advertising 
representative of Industrial Meth- 
ods and Management, publication 
of Industrial Methods Institute, 
New York. 


DONT MUTULATE 
YOUR MAGCAZ/NES 


When business papers and general 
magazines come into your orgoniza- 
tion don’t cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 


Booklet No. 20, “How Business Uses 
Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


FARM GENERAL | 
PAPERS, FX MAGAZINES 


BUSINESS 
PAPERS 
221 N. LASALLE ST., CHICAGO 1, ILL. 


LET THE DETROIT 
FREE PRESS 


Story, Brooks & 
Finley, Inc. 
National 

Representatives 


A DYNAMIC 


Che 


SO THAT 
ALL DETROIT 
WILL HEAR! 


Send Your Message To This Thriving 
Market Of Nearly 3 Million Through 
The Detroit Free Press 


One voice of the press and one voice only 
is heard 15 out of 24 hours over the entire, huge 
Detroit market .. . for in this market there is but 
one morning paper ... The Detroit Free Press. 
Through its pages, which carry into over 380,000 
homes daily ... your advertising voice assumes 
greater power, brilliance and clarity . . . be- 
cause it gets undivided attention! Use the 
power of The Detroit Free Press to talk to 


and sell Detroit! 


Detroit Free Jvess 


JOHN S. KNIGHT, PUBLISHER 


NEWS PAPER 


IN A 


DYNAMIC 


TOWN 
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Is This 
The Advertising Job 
You Want? 


The other day one of our young 
Account Executives left to become 
Assistant Sales Manager to an im- 
portant client. We want an experi- 
enced young advertising man to fill 
his place in this established 4-A 
Agency, founded in 1912. He should 
be 30-35—thoroughly familiar with 
agency operation and advertising 
practice — willing to forego the 
glamour of a bigger city for the 
opportunity to become increasingly 
important in the largest agency in 
the Southwest. Salary will depend 
upon experience and past earning 
record; promotion will be governed 
by ability and capacity. Apply in 
writing giving complete information 
as to family; draft status; five year 
earning and employment record; 
education; references and indicate 
specifically the nature of advertis- 
ing experience. Address H. K. 
Dugdale, Executive Vice President, 
VanSant, Dugdale & Company, Inc., 
Court Square Building, Baltimore 2, 
Maryland. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO PRIORITY REFERRALS 


MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS. 


20 YRS. ADV. EXPERIENCE 


HELP WANTED — 


HELP WANTED _ 


ADVERTISING PUBLISHERS 


SALES AND MERCHANDISING 


POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 


ADVERTISING 
COPYWRITER 
Experienced idea man and 
writer who can produce re- 
sults in a well organized 
promotion department. Must 
produce effective copy for 
national and company pub- 
lications, as well as sales 
and promotional literature. 
Agricultural background de- 
sirable. Advertising experi- 
ence necessary. Give details 
concerning age, education, 
postions held, present em- 
ployment, ete. Replies confi- 

dential. 
Ralston Purina Company 
835 South Eighth Street 
St. Louis, Missouri 


if YOU have an eye on tomorrow 


LEE LARSON & 


Make the most of tomorrow's tremendous marketing 


opportunities. One sure way to do this is to include 
LEE LARSON HIGHWAY DISPLAYS in your promo- 


tional plans. Here’s why: 


@ COMPLETE SERVICE... from idea to installation. 


@ ANY SIZE, TYPE, QUANTITY .. . on rental basis. 


@ NATIONAL COVERAGE... for sure sales success. 


@ EMINENTLY SUCCESSFUL RECORD in serving fore- 


most national advertisers in wide variety of 


fields 


... automotive, beverage, insurance, 


paints, home appliances, foods. 


We'll be glad to assist you with your plans for the future. 


Manpower and material situation make early consultation 


advisable. Ask us—now! 


co 


ESTABLISHED 1929 ® WAUKESHA, WISCONSIN 


An Agency That’s Going Places 
Warts« An Industrial Copywriter 
If you know your stuff as an indus- 
trial copywriter, and can prove it 
with experience records and tear- 
sheets, an attractive opportunity is 
available to you in Pittsburgh, writ- 
ing trade-paper, direct-mail and 
house organ copy for internationally 
known industrial accounts. You 
don’t have to be an engineer, but an 
engineering “sense” will help. A 
discharged veteran of World War II 
ean find this an immediate solution 
to his “reconversion” problem. Oth- 
ers are certainly not discouraged 
from applying, however. Tell us your 
salary objectives, of course, along 
with the usual pertinent informa- 

tion, 
Box 5290, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Il. 


ADVERTISING ASSISTANT wanted 
by refractory manufacturer located 
in small central Missouri town. 
Must have experience in writing 
copy, preparing working layouts 
and following through on produc- 
tion. State age, qualifications and 
salary required in letter to Adver- 
tising Department, A. P. Green Fire 
Brick Company, Mexico, Missouri. 


Advertising Space Representative. 
We are looking for a young man 
preferably in his early thirties to 
add to our New York sales staff of 
a national business magazine. For a 
discharged veteran or young man 
thinking of his post war future this 
offers an excellent opportunity. 
$350 a month, expenses and bonus 
to start and an opportunity for in- 
creased earnings depending upon re- 
sults. Reply giving age, education, 
experience, marital status and en- 
close small snapshot. 

Box 5293, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


EXCEPTIONAL OPENING 
For an Associate Editor, by a na- 
tion-wide hotel trade publication. 
Prefer one fazhiliar* with today’s 
hotel operation. Must be draft 
exempt. Apply by. letter stating 
background, experience and salary 
expected, 

Box 5238, ADVERTISING AGE 

100 Be Ohio St., Chicago 11, Ill. 


ARTIST—Advyv. Agency. Permanent, 
pleasant,, profitable situation. Na- 
tional placings. Send proof, samples, 
complete history, photo. 

Box 5269, ADVERTISING AGE 
___100 E. Ohio St., Chicago 11, Ill. 
SELL ADV. NOVELTIES & Calendars 
Earn 20 to 25% Commission. Com- 
plete line. Send for details. 1945 
season. 

WEINMAN BROS. Est. 1919 

325 N. Wells St., Chicago 10; Ill. 


LAYOUT ARTIST for fast-growing 
Omaha Agency. Key position open 
with real future. Must have real 
creative ability, be able to visualize 
ideas, do some finished art, buy the 
rest and direct production. If inter- 
ested, tell all in first letter including 
agreeable starting salary. Address 
France-Duff Advertising Agency, 
Omaha, Nebraska. 
WANTED 

Production and procurement man to 
work on nation-wide window display 
service—no individual store produc- 
tion—all work is volume production 
of season displays. Fast-growing, 
young organization. Permanent 
duration and postwar position. Mov- 
ing expenses. Display Corp., 357 E. 
Erie St., Milwaukee 2, Wis 


Account Executive. This progressive 
30-year old Agency (largest in 
Down - state Illinois) has opening 
for ambitious man, 25-35, with copy- 
writing experience, acquired either 
in agency or mfrs. advertising 
dept. Exceptional opportunity for 
man with right stuff on the ball. 
Permanent, of course. Salary-bonus 
basis. Please write full details 
(conf.). Mace Advertising Agency, 
Inc., Lehmann Bldg., Peoria, Ill. 


WANTED— 
SALES MANAGER 


Excellent post-war opportu- 
nity. Must be capable of 
earning $12,000 to $15,000 
per year salary. Old estab- 
lished Midwest manufacturer 
of stoves, ranges, furnaces 
and heaters. Write, stating 
full details of experience and 
qualifications. 


Associated Engineers, Inc. 
230 East Berry Street 
Fort Wayne 2, Indiana 


Advertising Age, December 1), jy 


HELP WANTED 
EDITOR WANTED 
Rapidly growing mechanical maga- 
zine that will boom after the war 
has an exceptional opening for an 
experienced editorial man. This po- 
sition is made to order for an asst. 
or dept. editor who is qualified to 
assume full responsibility but is 
stymied because of circumstances, 
or for the editor of a house ‘organ 
that may fold after the war. Tech- 
nical training preferred but not 
necessary. Must be a good reporter, 
know how to select outstanding pic- 
tures, take a mediocre mss. and 
whip it into a fascinating story, 
understand layouts and typography. 
Tell us all about yourself, state 
salary desired, ete. All replies con- 
fidential. 
Box 7008, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR for Los Angeles 
advertising agency specializing in 
fashion. Man or woman capable of 
taking full charge, able to direct 
the taking of fashion photographs 
and create layouts for trade and 
speouennt ads. All replies confiden- 
tial, 

Box 7009, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


LAYOUT ARTIST—If you are a 
good layout man, experienced in re- 
tail advertising, and want a perma- 
nent position with a real opportun- 
ity, write, outlining your experience 
and qualifications. Give complete 
information in first letter, including 
age and salary desired. Send sam- 
ples; they will be promptly returned, 
JESSOP ADVERTISING COMPANY 
21ST FLOOR, FIRST CENTRAL 
TOWER, Akron 8, Ohio. 


Advertising Agency Media Assistant; 
knowledge Spanish and stenography 
essential. Excellent opportunity. Send 
full outline, experience and quali- 
fications. 

Box 7011, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


Assistant Art Director Wanted— 
young man interested in putting his 
talent to work in an evangelical 
Christian publishing house produc- 
ing sound, Sunday School lesson 
helps and papers that have pio- 
neered a new pattern in design and 
appeal. Excellent opportunity to do 
editorial and advertising layout, 
coach staff and personally produce 
as time permits. Must know tech- 
nique of wash, pen and ink, dry 
brush color separation and ordering 
engravings. Give age, present expe- 
rience, salary expected, church con- 
nection. L. J. Zorn, Scripture Press, 
800 N. Clark St., Chicago 10, Il. 


Commercial Artist to do layouts, fin- 
ished art for ads, booklets, ete. 
Sales promotion department of me- 
dia sales company. Permanent, good 
future, for a producer with ideas. 
Write for appointment. 

Box 7012, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, Ill. 
Direct mail advertising man $5,200 
a year to start. Complete charge one 
man dept., sales letters, catalog, 
trade magazines, ads. Old estab- 
lished commercial laundry equip- 
ment manufacturers. Now on post- 
war production. Excellent opportu- 
nity. Give full details, send samples. 

Box 7015, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILA 
Experienced sales and advertising 
executive desires to represent a few 
non-competing services or products, 
training methods, premiums, re- 
search, packaging, ete. Will serve 
8-state or smaller area west and 
south of St. Louis. 

Box 7014, ADVERTISING AGE 

700 E. Ohio St., Chicago 11, Il. 


“POSITIONS WANTED 


Photographic Dlustrator—10 years 
exp. on top-flight New York and 
Chicago accounts, wishes to make 
new connection Jan. 1. What is your 
proposition? 
Box 7005, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CREATIVE 
ACCOUNT 
EXECUT | VER: 
returning to agency ficijim: 


CAPABLE ACCOUNT EXg&cym » 
TIVE, OR WOULD MAKE (oom 
COPY CHIEF FOR MEDIUygETS*' 
SIZED AGENCY OR COpyiiee: 
GROUP HEAD IN LARGE opympien 
ERATION. OPERATES SMOOTH 
LY AS COPY CHIEF OWN 4c 
COUNTS SERVED AS ACCOUNT © 


EXECUTIVE. ° 
ADAPTABLE. GOOD oOprcayg@?? 
IZER, TROUBLE SHOOTER. Bi ac 


YOUNG EXECUTIVE WHO Hig@e®® | 
NO FEARS OR INHIBITIONS... 


DRAFT PROOF. adio 
Major experience on major aciimarr 
counts in the following fields: ai 
Pharmaceuticals Cigars 10 
Cosmetics Radios 


Milling Records 
Rubber Shoes 
Canned Foods Farm Supplies 
Condiments Soap 


Familiar with all media, produce 
blind-testing, market analysis, copy 
testing, readership and listenershig 
studies. new product introductio 


Minimum salary $15,000, Ne 
York. Available one month afte 
closing or by arrangement. E 
quiries held in confidence. 

Box 6025. ApverTISING Ace, 100 
Ohio St., Chicago 11, Tl. 


SALES PROMOTION 
MANAGER 


Nationally known midwestern firm 
seeks young man, under 38, for 
key position. Must have had sev- 
eral years experience with agency 
or manufacturer handling promo: 
tional material on consumer prod- 
ucts. Should be capable of pro- 
ducing outstanding copy for all 
direct mail including brochures 
and leaflets, point-of-sale and 
‘counter display pieces. 


This position offers exceptional 
future possibilities as well as pres- 
ent stability. Personal interview 
will be arranged immediately fol- 
lowing receipt of detailed record 
of experience. Strict confidence 
is assured. Please address your 
reply to— 


Box 6023, ADVERTISING AGE 
100 E. Ohio St., Chicago !/, Ill. 


FAIT. 


a 


CORPORATION 
AD-SETTING + ENGRAVING + PRIN TIN 
400 N. RUSH STREET, CHICAGO 11 + WHITEHAL 


WHITEHA Ll! 


JO 


A IMPOSING group of successful advertising exec utive@ll w 
and advertising agencies find this a lucky numbe:. [t@@ sor 
ables them to useaserviceconsisting ofad-setting, eng:viNd Bu 
and printing—all under one roof... Specially trained mn #" 
always on their toes to serve you so well that you wil com 
back again. We eah lighten your burdens-~and at the sam™ 
time produce better and more profitable printing for you 
at a saving of time, |trouble.and nioney. Phone Whitehc 28 
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POSITIONS WANTED 

Promotion Creative Executive 
le soon. Can create, plan, 
handle all phases of sales 
ion. Unusual experience with 
t products merchandised and 
ed in various. distribution 
is. Capable ort heading sales 
ror ion department in company 


.ertising Age, December 18, 1944 


Join Newby & Peron 

E. J. Lewinski, executive secre- 
tary of the Chicago Conference for 
Youth and formerly with the ad- 


vertising department of the Chi- | 


cago Herald - American, has been 


fielmr ocency. University grad, 41 appointed vice-president and ac- 
ars old. a <A count executive of Newby & 
ECU Bos 7008, ADVERTISING AGI | Peron, Inc., Chicago agency. Mar- 
1 rt. Oo St. ti « €o i} E . . 
700 “Sales Promotion Man in garet N. Olson, formerly with 


reative 

OTUM, ic >» ean work with one more 
COPYEEccount on free lance basis in 
E Opmplannins, counselling, ideas, copy, 
: Jiowing through on sales promo- 


Buckley, Dement & Co., Chicago, 
has joined the agency’s production 
department. 


Form Meyer Agency 


Meyer & Associates advertising 


Essex building, Minneapolis. Clar- 
'ence H. Russell, formerly on the 
national advertising staff of the 
Minneapolis Daily Times, has 
|joined the agency as executive 
vice-president, secretary and office 
manager. 

Meyer accounts include Burma- 
shave, Blind-X cleaner and Joseph 
E. Walton art gallery. 


Leigh Perfumers Launch 


Puerto Rican Campaign 
With an initial insertion in the 

Nov. 16 issue of Puerto Rico Illus- 

trado for Dulcinea perfumes, Leigh 


schedule, through Gotham Agency, | 
New York, includes ads on Leigh’s 
four scents — Heartbeat, Risque, 
Poetic Dream and Dulcinea — as 
well as individual Leigh perfumes 
in the El Mundo Illustrado and 
World Journal. 


Joins Tool Society 

Andrew E. Rylander has re- 
signed from the editorial staff of | 
Bramson Publishing Company, 
New York, where he was technical 
editor of the Tool Engineer, official 
publication of the American So- 
ciety of Tool Engineers, Detroit. | 
Mr. Rylander will assume a simi- 


MEDIA 
ASSISTANT 


A 4A Agency requires the service of an 
Assistant in its Media Department; one 
especially qualified to prepare newspaper 
estimates and schedules. Write fully of 
your experience and salary desired. 


Box 6026, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


OTH nal material and activities. Thor- 
N AC y x<perience. 
OUN] B 7007, ADVERTISING AGE 

NU 00 E. Ohio St., Chicago 11, Ill. 

- DVERTISING MANAGER—Mature, 
RGANBByoroughly experienced in all phases 
mR f advertising and sales promotion. 


PIONS 


or ac W 
j 


‘ c 
LES « 


upplies 


produc 
is, cop 
‘nershig 
ductio 


0. Ne 
th afte 


‘sy plan, make rough layouts, write 
an 


radio 
:000. Has been overseas. Happily 


py, handle dealer helps, house 
and production. Agency and 
experience. Now employed at 


arried. Protestant. N. Y. area pre- 
read. 

"Box 7013, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Douglas Appointed 


C&B Vice-President 
Bernard M, Douglas, account ex- 
cutive in charge of Bourjois, Inc., 
and Chanel, 
Inc., with Foote, 
Cone & Belding, 
New York, has 
been appointed 
a vice - presi- 


nt. E dent of the 
agency. 

- 100 H Mr. Douglas 
has been with 
Foote, Cone & 


‘ION 


orn firm 
38, for 
iad sev- 
agency 


Belding since 
its organization, 
and was with 


Bernard Douglas 
its predecessor, 


Lord & Thomas, for 12 years. 


Crossett Heads New 
Esquire’ Department 
James W. Crossett, advertising 


and editorial promotion director 
for the Minneapolis Daily Times, 


manage a newly-created special 


promo M@events department for Esquire. 
er prod- irst promotion of the new depart- 
of pro gm™ment will be the All American 
for all MECOYS baseball tournament, estab- 
lished last summer. 
rochures Joe Hendrickson, feature sports 
le and MMwriter of the Minneapolis Star 
ournal, will join Esquire to assist 
Mr. Crossett. 
eptional ——— 
as pres Moin Neal D. Ivey 
nterview Paul A. Dorn, treasurer; William 
tely fol MF. Fitzpatrick, production man- 
j record Mmeser; John J. McLaughlin, public 
nfidence Mec cUons manager, and Stella M. 
B@lcullen, media buyer, have re- 
ess you gned from Ivey & Ellington, Inc., 
j0in the Neal D. Ivey Company, 
Philadelphia, in similar capacities. 
> AGE 


vt, Uh 


a 
~*~ 


ecullv Would prefer college man with 
ye: It some training in Economics and 
gravindl business Administration. Glad to 
mona Onsicer honorably discharged 
51! come Service man. 

he sam@™ Pleas» make application com- 
or you plet in first letter giving edu- 
ho 230 catio’. religion, experience, age, 


N THE 
o | © \.ISWOLD-ESHLEMAN 
Ni COMPANY 


WANTED 
Kssistant to Media Director 


Age preferably 27 to 33. Should 
have experience in media rates 
and schedules with some sta- 
tistical or accounting experi- 
ence, Also ability to make field 
survey contacts and draw con- 
clusions. 


dra’ status, salary bracket, 
Pho! graph and further details 
you vish to send. Replies held 
tric y confidential. 


Advertising Agency 
Terr sal Tower, Cleveland 13, Ohio 


headed by Herman A. 
Meyer, long active in the direct 
mail business in Minneapolis, has | Spanish 
been organized with offices at 502! Rico. 


Perfumers, a division of Shulton,|lar position on the society staff 
Inc., New York, launched its first | when 
Puerto | Tool Engineer with the February, 
The November - December | 1945, issue. 


advertising in 


it assumes publication of 


ACCOUNT EXECUTIVE 


Progressive medium size New York advertising 

agency, centrally located, with list of high 

grade accounts, Al reputation, complete recog- 

nition, desires to expand. Will take on a man 

of real ability who can produce immediate 

billing. 

Unusually attractive terms to the right party 
Reply in strict confidence 

Box 6024 ADVERTISING AGE, 330 W. 42nd 
Street, New York 18, N. Y. 


“T 


wouldn't think of leaving 


The ROTARIAN off the list” 


President of Wilson Sporting Goods 
Company, Chicago, manufactur- 
ers of quality sports equipment. 


ses, they 
{ those bodies nfidem 


A 
etter 
competitive SPM? 


An advertisement from The Rotarian 
prepared by United States Advertising 
Corp., Chicago, advertising agency for 
Wilson Sporting Goods Co. for 12 years. 
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geared love for - 
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rune © 


who buy quality 


* 


As ¢ on 
is MIG EO see 
and ouner 


‘“/ THE Rotarian has been on our list for 
more than nine years,’ 
“and for good reasons. We have found that 
through its pages we reach business men 
sports 
themselves and their families, as well as for 
their employees’ recreational facilities. 
“These men are likewise influential in 


says Mr. Icely, 


equipment for 


community affairs and have much to do 
with the purchase of many of our products 
for school and community recreational 
use. Frankly, I wouldn’t think of leaving 
The Rotarian off the list.” 


* * 


Facts and figures about the buying power and 
vase community influence of this executive audience 
—181,000 business leaders—are contained in our 
bulletin, ““The Uncovered Influence Market.”’ 
The coupon below will bring it to you . . . and 
your request incurs no obligation. 


¢ 
COMMUNITY 


ence Market.” 


tHe Rotarian @ 


“Influencing the influential” 
35 East Wacker Drive, Dept. Il, Chicago I, IMlinois 
Please send me your bulletin, “The Uncovered Influ- 
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Youthful Fliers 
Featured in Esso 
Aviation Series 


New York, Dec. 13.—Esso Avia- 
tion Products is using aviation 
magazines for a new series the 
contribution of youths of 24 years 
and slightly older to the air forces. 

“You think of him as a hero?... 


“‘No Burton Srowne 
client has a Ay 


Sure. Brave and skilled?” So 
reads the copy. “A sound busi- 
ness man? Well, you can’t say— 


| he’s only been out of college three 


years.” Yet, “Under his command 


lare 12 aircraft, total value 4 mil- 
lion dollars, plus astronomic quan- | 


tities of gasoline, oil, ammunition, 
spare parts, trucks. And he is 
personally responsible for’ the 
smooth, efficient running of it all.” 

The series, released through Mc- 
Cann-Erickson, New York, was 
written by William Caldwell, of 
the agency, who flew 68 missions 
in the South Pacific. 

No announcement has been made 
as to expansion of the program for 
1945 beyond the aviation maga- 
zines, American Aviation, Airports, 
Air Facts, Air Pilot & Technician, 
Flying, and Skyways. 


Jessup Elected 


John Jessup of the News- 
Searchlight, Bremerton, Wash., has 
been elected president of the Pa- 
cific Northwest Advertising Execu- 
tives Association. A. B. Wallace, 
national advertising manager of 
the Oregon Journal, Portland, was 


elected secretary. 


Form New Agency 
to Meet Needs of 
Industry Postwar 


Chicago, Dec. 15.—Organized to 
embrace “the functions necessary 
for the complete merchandising 
job demanded postwar,” Trade 
Development Corporation, a new 
advertising agency, opened offices 
today in the Field building. 

Its officers include Jay C. Wil- 
liams, president, formerly a part- 
ner in Crowell, Crane & Williams, 
Chicago; Morris 
F. Swaney, ex- 
ecutive vice- 
president, for- 
merly with 
United States 
Advertis- 
ing Corporation, 
Chicago, and 
the Hearst or- 
ganization; and 
George F. 
Drake, secre- 

J. C. Williams tary and treas- 

urer, formerly 
with Hill Blackett & Co., Chicago. 

The new agency’s appearance 


-™ reconversion really gets under way, there 
will be so much industrial dislocation ...so much 
change-over in plant personnel and production 
activities ... that it will be difficult to catch up 
with the men who must say “yes” if you are to 


get the order. 


Certainly, you can’t do it by advertising in 
magazines that have to wait months, even years, 
for subscriptions to expire before they can regis- 


ter changes. 


You need a medium like MILL & FACTORY 
—a magazine with a circulation-building method 
that catches change-overs in plants and personnel 


as soon as they occur. 


Why MILL & FACTORY 
Catches Changes So Quickly 


That's because it has more than 1200 salesmen 
of 132 strategically-located Industrial Distribu- 


All Changes Reported 
Immediately Because — 


—the Industrial Distributor pays for all copies of 
MILL & FACTORY, and naturally wants its cir- 
culation list kept up-to-date and complete month 


in and month out. 


Take no chances of being left out on a limb 
... losing touch with the men who count in your 
market during reconversion. Advertise in MILL 
& FACTORY — 
tributor-guaranteed coverage of industry’s buying 
authorities at all times! 


the magazine that gives you dis- 


Conover-Mast Corporatien 205 East 42nd St., New 


York, 17, N. Y.; 333 No. Michigan Avenue, Chicago, 1, 


tors who are responsible for keeping MILL & 


FACTORY ’s circulation up to date. 


Calling on every worthwhile plant in U.S. once 
a week or oftener, these salesmen know just 
what’s going on in industry. When important 


changes occur in the personnel or production 
activities of any plant, they report the changes 
to MILL & FACTORY immediately. b 


Ill.; Leader Bldg., Cleveland, 14, Ohio; Duncan A. 
Scott & Company, West Coast Representatives, Mills 
Bidg., San Francisco, 4, and Pershing Square Bldg., 
Los Angeles, 13, Calif. 


A CONOVER-MAST PUBLICATION 


Advertising Age, December 1°. 


was revealed this week with the 
announcement by R. J. Hodgson, 
president of Graham-Paige Motors 
Corporation, Detroit, that Trade 
Development Corporation will 
handle the advertising of Graham- 
Paige passenger cars, farm trac- 
tors and other agricultural equip- 
ment. Chicago accounts of the 
new agency named to date will 
include Club Aluminum Products 
Company, Victor Mfg. & Gasket 
Company and G. Barr & Co., phar- 
maceutical and cosmetic manufac- 
turer. Other accounts to be an- 
nounced soon, are in the food, 
drug and agricultural lines. 

The company’s functions, Mr. 
Williams announced, will include a 
complete advertising agency serv- 
ice as its base operation, comple- 
mented by market and research 
departments correlated to public 
and industrial relations divisions. 
He said, “Trade Development Cor- 
poration, as its name indicates, is 
our conception of the agency busi- 
ness of the future. It is a 360- 
degree job of merchandising—the 
complete development of trade.” 

In emphasizing the need for 
such an organization, Mr. Swaney 
said, “The experience of industry 
in the present war, and especially 
industry’s experience with both 
government and other industry, 
has resulted in the realization of 
the utter dependence of one upon 
the other. One industry’s price, for 
example, can be shoved entirely 
out of line because a small com- 
ponent part made in another 
industry is priced out of line. We 
hope in our market and economic 
research to translate these and 
other vital factors into terms of 
360-degree trade development.” 


Coordinates Public Relations 


Pointing out that the war period 
has broadened the concept of pub- 
lic relations, Mr. Swaney declared, 
“We feel that today public rela- 
tions must embrace not only ex- 
ternal relations, such as a com- 
pany’s contact with its trade and 
the public, but internally, as it 
affects employes, shareholders and 
inter-industry relations. Our pub- 
lic relations service will be coordi- 


nated with our advertisi:g , 
marketing work, and yet v |] bp 
separate division. We \ jl] 
equipped to handle any 
functions of trade deve 
separately or as a complete’ y jp;, 
grated operation.” 

Mr. Williams, who had , 
after years in the advertisin» }), 
ness developing such accounts , 
Chicago Flexible Shaft C 
and Parker Pen, returns + 
the new agency. Mr. wan 
during the past 15 years has he 
in marketing, sales and ir 
At United States Advertisi: 
poration, Mr. Swaney 
closely with Wilson & Co. wh; 
the latter enlarged its operatig, 
in the food field. Mr. Drake. ; 
his associations with Ruthraug 
Ryan, Blackett-Sample-Humme 
and Hill Blackett & Co. during 
past 15 years, handled such aq 
counts as Old Dutch Cleanse 
Quaker Oats, Ovaltine, Cheerioat 
Staley’s corn and soybean prod 
ucts, Club Aluminum, Balm Bay 
hand cream, Dodge trucks, Ske] 
oil, Holland furnaces, Spuds a 
Sears, Roebuck’s merchandise, 
guided numerous radio networ 
shows in an executive capaci 
and was a vice-president at Hi 
Blackett & Co. at the time of h 
resignation. 

Trade Development Corporg 
tion’s new offices are located 
Room 1735 at 135 S. La Salle § 
FD telephone number: DEArbo 

0. 


pp! 


St. Louis Papers 


Resume Publication 


Publication of the St. Low 
Globe - Democrat, Post - Dispate 
and Star-Times was resumed De 
8 following a 40-hour strike | 
paper handlers and flymen, i 
volving renewal of a union cor 
tract. The strike was ended wit 
an agreement with the St. Lou 
Newspaper Publishers’ Associatio 
for further negotiations. 

Station KSD, owned by t 


M! 


Post-Dispatch and KXOK, Sta 
Times station, cancelled schedule 
programs to broadcast complef Ty 
contents of the papers. Mos: 


NO RECONVERSION 
IN PEORIAREA 


Peacetime products of Peoriarea 
factories and peacetime produce of 


en Peoriarea farms have been diverted 
ee to war use. Their reconversion to 
Ria peace channels presents no prob- 
bs hm lem. An outstanding market now 


—an even better market In peace. 
ay 8 86COMPLETE ONE-MEDIUM 


“3 COVERAGE 
PP oe: WMBD blankets rich, responsive 
ee Peoriarea. Average listenership to 

> WMBD constantly increases—is 

tga now 56.3%-——more than twice as 


great as the second station in the 
area. You must use WMBD to 
reach Peoriarea. 


PEORIA BROADCASTING CO 
OFA © MhETHONE 


—_——— rto 
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LS, 194 
-« ule Story Comes 
0 Mo Life Again in 


pme ield's Windows 


(Continued from Page 1) 


group protested the oversight and, | 
characteristically, Field’s is put-| 
{ting up an exhibit representing | 
| Poland. 

| Last fall when the store used a 
|corner window to show a naval 
wedding scene, with the bride and 
groom cutting a huge cake with 


to the colors used throughout the 
store on walls and rooms, as well 
as to fixtures. The department 
goes to any length to have its ac- 
coutrements right—even if it in- 
volves a 45-foot tree. Field’s was 
sent a spruce instead of a balsam 
this year for its regular Walnut 


FC&B Appoints Browne 


to Head Cities Service 


Raymond Browne has resigned 
as spensorship staff manager with 
the War Advertising Council to 
become account executive on 
Cities Service Company for Foote, 


57 
Pilling Appoints Arndt 


John Falkner Arndt & Co., 
Philadelphia, has been named to 
handle advertising for George P. 
Pilling & Son, Philadelphia manu- 
facturer of surgical instruments 
and hospital supplies. 


Ctir@ne curtains of an open window,|a saber, prompt phone calls and| Room Christmas tree. Too late to} Cone & Belding, New York. Mr. acer puma ameaeed 
1 busiind the personalized sugar-plums| letters pointed out that the bride| change then, the spruce went up| Browne has been elected a mem- . d 
‘unts @nat “dance” in the children’s} wore no wedding ring. Field’s|temporarily. Saturday a balsam| ber of the Council. JWT Appointe 
panMeads. Each setting is framed in| fixed that, too. arrived and the staff spent the} previously Mr. Browne was| -The Mexico City office of J. 
hea huge beribboned Christmas| The sign bureau, a part of the| night—until 4 a. m., Sunday—sub-| advertising manager of Axton-| Walter Thompson Company has 
Vangiivreath, and each window contains display operations, turns out a|stituting the new tree and trans-| Fisher Tobacco Company, Louis-| been appointed to handle advertis- 
10S bee, giant-size book reproducing the| quarter of a million signs a year.|ferring the 1,600 built -to-scale| ville, and the Texas Company,| ing for Canada Dry Ginger Ale, 
x arc ppr' age eae from the poem| Mr. Moss’ influence even extends | ornaments. New York. | Inc., in Mexico. 
SW bout ‘ . 
wy oa Moss Heads Designing 
The windows are the wor of 


Field's director of design, John T. 
joss, and a display staff of more 
than 60 Field employes. Work on 
them began last August; Field’s 
yrrently is completing designs 
nnd gathering materials for dis- 
plays to be used four months from 
now. 


Mr. Moss, a Princeton graduate 


eerioat 
n prod 
lm Bay 


, SkellfMwho attended architectural school, ki: 
uds anmmentered the field of industrial de- Nat 
lise, H™kign, studying and traveling exten- a 
networf&kively, partially through scholar- a a - 
capacit{/hips. He became associated with SS Be 
at HilgWalter Dorwin Teague, New York “G Be 
e of hafndustrial designer, about 10 years -_ 
bgo, supervising the Ford exhibit ; 
‘orporamat Chicago’s Century of Progress : 
sated j™exposition. In this project he 
Salle Siworked closely with Lawrence B. ac 
Ee Arborm™sizer, then with N. W. Ayer & Son, 
which handled the Ford account, | 
knd now Field’s sales promotion | 
nanager. The two also collabo- 
rated on other Ford exhibits which a 
made a country-wide circuit of 7 4 Ab) ra T, | s ugieata 
Louggkaits and exhibitions from 1934 to W TAI Ss BUZZING — 
Diepat 1940 — + an estimated | a 
a Tyeto,000,000 people. regia . ald hl ee 
2 Mr. Moss later joined Norman | IN TK “NA Ss BONNE Bue 
Jongg Bel Geddes, supervising the| 
a, ‘iitreamlining of Ringling Bros.- | = 
me COM@Barnum & Bailey’s circus, which = 
. * brought colored sawdust and costly | It’s a smart advertiser who knows! 
“ ““-Bostumes into circus vogue. He ie 
oclaoRas brought into Marshall Field & | Pe 
= Co.'s fold two and a half years ago | a 
; * od by Mr. Sizer. _ 
‘hedul Studied Public Response Teena the High School Girl has a peck of a 
‘omple@ The Ford exhibits gave Mr. | = oe 
| bg cl por gxe Lo problems. She’s what older folks call an 


up a list of principles which might | 
be applied to almost any displays. | 
hese findings are still being used | 
n plotting Field windows and in- 
terior displays, which always em- | 
phasize selling even though they | 
requently involve the spectacular. 
Less than a decade ago Field’s 
67 show windows were described | 
by a magazine critic as chaste and 
non-commercial, with prices taboo. 
The price tags still haven’t put in 
an appearance, but there is plenty 
of attractive merchandise, along 
ith window dramatics, under Mr. 
Moss’ direction. Window and store 
tisplays are checked as carefully 
is advertising copy for effective- f 
ness. And windows, interior dis- 


awkward adolescent—too tall, too plump, too 
shy—a little too much of a lot of little things. 


But they’re big things to Teena. And though 


she doesn’t always take her troubles to 


mother, Teena writes her favoritefmagazine 
for the tip-off on the clothes she wears, the 


food she eats, the lipstick she wields, 


lays, advertising, special store a the room she bunks in, the budget 
events, store bulletins and signs am, 4 
all are synchronized to tell a coor- a ss 


\ she keeps, the boy she has a crush on. 
/ 


SEVENTEEN seems to have all the answers—that’s why like Teena, | 


Minated merchandising story. 

_A dominating element in Field’s 
Misplays is the rule that people 
must be featured wherever pos- 
ible. All main aisle exhibits in- 
lude lifelike mannikins. Every 
effort is made to convey the im- 
pression that these people in the} 
Uisplays belong there, and the 
Props must be correct to the min- 
test detail. Shoppers notice mis- 
lakes in a hurry and let Field’s 
now 


_A major omission—being reme- 


died this , es 

. a his week —was the absence wna, 
fa Polish Christmas tree along wt 7 
l¢ store’s first floor main aisle 


‘is year, where trees of other | 
vnite’ Nations were decorated in | 
Proper fashion. A Polish women’s 
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Budget Bureau's 
Action Endangers 


1945 Studies 


(Continued from Page 1) 
ports, all integrated into a pattern 
which would have given a snap- 


shot of the 1944 economy. 


In drawing up the statistical 


program, the Budget Bureau 


acted as a_ supervisory 


government statisticians and rep-| with war agencies. 
resentatives of private 


Economics had important roles. 
F.D.R. Asked Studies 


President Roosevelt had sug-| business in years to come. 
had gested the studies in August in or- | - 


|during 1945. 


sllakers Helpers 


FACT No. 10 — 


For the |4th consecutive 
year, BAKERS' HELPER 
is conducting its Annual 
Bakery Business Survey 
which is eagerly read by 
“top” bakery Executives. 
Let us tell you how you 
can use this information. 


70 Broadway, New York,7, N.Y. 


2 
PUBLI 


THE BAKING INDUSTRY MAGAZINE 


SHED EVERY TWO WEEKS 


der to make sure that full informa- | . 

tion is made available to speed the | Jost Joins S&éM 
reconversion of business and de- W. J. Jost, 
mobilization of industry and gov- | Dancer-Fitzgerald-Sample, 
;ernment. 


manpower. 


When Census learned that pro- _Palmolive-Peet Company account. 
jected full-scale studies of business |W. R. Denning, S&M agate 
nam m 


ind manufacturing for 1946 had|™anager, has also been 
been set aside by the Budget Bu- | ™edia director. 

reau, Secretary of Commerce Jesse 

Jones immediately filed a protest. | Ferry Joins Reach 
Unless that Bureau yields, Census | 
fears that there can be no new sta-|QWI and 
tistical data before 1947. 


|ports are supposed to be made/Rubicam, has _ joined 


'ous study covered 1939. | York office. 


agency, The “bobtail” reports were to March as director of stati 
bringing together more than 100/ rely partly on information on file MBS Board Elects | : ns 
In testifying . ‘a , 
rest ; industry.| before the House appropriations 2 Vice-Presidents, | KECA, Los Angeles, and wa: 
fhe bulk of the work would have! committee, J. C. Capt, director of | N T 

been done by the Census Bureau,| the Census Bureau, warned that | Ww 

but the Bureau of Labor Statistics | the value of much of the produc- e reasurer 
and the Bureau of Agricultural | tion information on file at WPB ; 
| will be lost forever if it is not used | Barnes and Carl Haverlin, sales 
Because of its cur-|Manager and 
rent nature, it will be of no use to| Manager, respectively, of Mutual | 


formerly .with | @ 
New|# 
Congress objected, as- | York, will join Sherman & Mar- | 
serting that it involved a waste of |auette, New York, Jan. 2, as ac- | 
count executive on the Colgate- | 


Robert R. Ferry, recently with | 
formerly with Geyer, | 
The re-| Cornell & Newell and Young &| and station relations at the fourth Blue Promotes Thompson 


Charles | meeting this year of 
every two years, but because of|Dallas Reach Company as vice- 


| wartime conditions the last previ-| president in charge of the New 
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| tions. He was connected 
| viously for 14 years with 


| mercial manager of those st.) 
when he left to join Bro 
Music, Inc. 

A formal statement was drafte, 
and accepted by the board ge. 
pressing gratitude for the effop. 
of the late W. E. Macfarlane, fo. 
mer chairman of the MBS execy 
tive committee. 

The Mutual board includes a). 
fred J. McCosker, chairman: £, y 
Antrim, WGN, Chicago: J. E. Cam, 
peau, CKLW, Detroit - Windgo; 
H. K. Carpenter, WHK, Clevelang 
Benedict Gimbel, WIP, Philadg). 
phia; Leonard Kapner, WCAE 
Pittsburgh; Edgar Kobak, preg. 
dent of Mutual; John Shepard [[, 
Yankee Network; Theodore ¢ 
Streibert, WOR, New York, and 
| Lewis Allen Weiss; Don Lee Net. 
work. 


New York, Dec. 13.—Z. C. 


station relations 


| Broadcasting System, were elected | 
| vice-presidents in charge of sales! 


eS 


fk 


| 


Carl Haverlin 


Z. C. Barnes 


the MBS | Jesse Thompson, for four years 
board of directors, held here last; a member of the Blue Network’ 
weekend. sales promotion and advertising 

The board also elected James E.| department, has been named 4 


Wallen, Mutual comptroller, to the | the newly-created position of pro- 
position of network  treasurer,| Motion manager for the network's 


1 Fork Truck, os, 


Refrigerator Shelf, 


When postwar 
employme 
Creek market. 
Creek products. 


is ended. 


MADE IN BATTLE 


United 


arrive there i : in the Battle 
= ekly pay rolls will continue 11" ie 
nt and regular me stability in peacetime. ® 


Diversity of industry implies 


widespread demand 
most Battle Creek factories 
war effort..-4 bac 
of keeping Battle Cree 


A few of the products 
CREEK 


promising postwar stability 


Printing Press Co, 


Duplex Corp. 


Unitubular Press, Combine, The Oliver 


Tructractor Co. Harvesting 


sees bg Bs ao Kellogg Co. 


s every reason to believe steady 


’ 


‘1 producing for the 

rrently engaged in p - 

ers ap ccumulating that holds the promise 
for a long time to come after war 


wm « w& & IR mm 


You Can't Cover Michigan 


klog of orders is a 
k industries busy 


Rates being 


plete c 
Sunday. 


50.000 to 100.000 
POPULATION GROLP 


all National Advertisers us- 
ing newspapers 
this group. City Zone pop- 
ulation 67,953 (A.B.C.). A 
one-newspaper city. 
overage Daily and 


Without Battle Creek 


tion 
In the heart of the most prosperous sec ee 
‘ the state a busy industrial city ranking 
° 
one of Michigan's best markets. 


on the list of 


covering 


Com- 


yp ab el # 
t Se 0) 
Davitt Cae 


OMPARY 


- rc 
NATIONAL REPRESENTATIVES: ALLEW ~) P 


| 
1| Mr. Barnes, who has been a| snip 


while E. M. Antrim, who formerly | Cooperative program department, 
held that post, will continue as|to work with Stanley Florsheim, 
secretary. | manager of that division. 


Mutual sales executive for the last | . 

|two years, was formerly vice-| Name Mathias Sales Mgr. 
| president of Outdoor Advertising} Henry R. Mathias, formerly in- 
Incorporated from 1934 to 1942.|dustrial sales manager with 
Previous positions were with! Standard Oil Company of Indiana. 
| Thomas A. Edison, Inc., and J. M. 'Chicago, has been named sales 
| Mathes, Inc. Mr. Haverlin, former! manager for Engineering & Min- 
| vice-president of Broadcast Music,|ing Journal and Coal Age, Mc- 
|Inc., New York, joined Mutual in’ Graw-Hill publications. 


Silas, is there just 
one Radio Station 


BBR in the U.S? 


| Nope, reckon 
“Bowe there are lots. But 
eee ae W DAY is all | need! 


a, 2 


You think that’s a joke, don’t you? Well, 


fact of the matter is that thousands of 
By to any station but WDAY. You can 
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SR&DS Celebrates 


25th Anniversary 
with Gift Chart 


Chicago, Dec. 15.—Marking the 
95th anniversary of Standard Rate 
& Data Service, the company is is- 
suing a limited edition of “The 
story of Advertising,” a mural 
wall chart portraying the part 
played by advertising in world 
progress. 

' The historical presentation was 
designed by E. Willis Jones, na- 
tionally known art director and 
authority on typographic design. 
Joseph Feher created the mural- 
like illustrations and the story was 
provided by Alexander McQueen, 
advertising bibliophile. The chart 
is organized into seven eras, be- 
sinning about 1400 A. D. It is 
designed to emphasize advertis- 


ing’s relationship to progress in| 


transportation, freedom of the 


nress, advances in science and in-| 


ate ion, 


education, with each subject noted 
in the year of its origination. 
Gift copies of the 25 x 24 inch, 


and progress in national | 


| 
| 


| 


four-color chart are being sent to| 


all its subscribers and aavertisers 
by Standard Rate & Data Service, 
and it was announced that a gift 
copy will be sent to any advertis- 
ing or media executive whose re- 
quest is received while the supply 
lasts. Orders should be directed 
to the service’s office at 333 N. 
Michigan Avenue, Chicago 1. To 
make additional copies available 
to any who might desire them at 
a nominal price, another edition 
printed simultaneously has been 
turned over for distribution to E. 
Willis Jones, 75 E. Wacker Dr., 
Chicago, who will place them on 
sale in leading bookstores. 


Changes at K&E 


Edward C. Mante, production 
manager of Kenyon & Eckhardt, 
New York, has been appointed 
manager of the copy and art de- 
partments, and Carter Jones, for- 
merly of Sherman K. Ellis & Co., 
New York, has joined K&E as a 
copywriter. Mary Dwyer, former 
assistant spot timebuyer of Pedlar 
& Ryan, New York, has been 
named traffic manager of K&E’s 
radio department. 


Mutual Life Adds | 
Farm Periodicals 
to Ad Schedule 


New York, Dec. 14.—The Mu- 
tual Life Insurance Company of 
New York this month placed its | 
first farm periodical advertise- | 
ment in Successful Farming, to be | 
followed by two-thirds page inser- 
tions in succeeding issues of the} 
magazine, half pages in Country 
Gentleman, and ads of various! 


sizes in other farm _ periodicals 
when space is available. 
The ads discuss the way in 


which life insurance can meet the 
special financial needs of farm 
families, with art work compris- 
ing photographic shots of ‘‘on-the- | 
farm” scenes. 

Mutual Life already is running 
drives, through Doremus & Co., 
New York, in general magazines | 
and military and naval papers 
aimed at the postwar market; in| 
insurance trade publications, and | 
through a local advertising service | 
for the company’s individual field 
underwriters. 


4 Prediction of Special Significance for 
ms Advertisers Interested in Postwar Markets: 


59 


As a matter of fact-- 


by Judge Drumwagon 


i. 
_ 
re 


Joseph Frazer, chairman of the board, 
Graham-Paige Motors Corporation, re- 
cently predicted an immediate postwar 
market for 15,000,000. automobiles and 
trucks .. . and a series of 10-BILLION 
DOLLAR YEARS for automobile 


dealers! 


“There are now 6.500.000 one-time 
car owners without automobiles and 
1.000.000 former truck users without 
trucks. plus 8.000.000 drivers ready 
to junk cars that are more than seven 
and one-half vears old.” Frazer said. 


“Therefore there will be an imme- 


diate demand for 15,000,000 motor 
vehicles, and this demand is supported 
by the savings backlog of more than 
one hundred billion dollars, now in 


the hands of consumers.” 


All of which means jobs, high wages, 
buying power. prosperity for Detroit. 
And remember, Detroit is one of the 
Country's easiest markets to cover sales- 
Here, The Detroit News. 
reaches 63.8% of all the city zone homes 
Watch 


a postwar 


wise. alone, 
taking any newspaper regularly. 
and The 


advertising opportunity unsurpassed in 


Detroit, News. for 


America. 


The Detroit News 


THE HOME NEWSPAPER 
A. B. C. Weekday Circulation, 383,089—Sunday. Circulation, 470,725 


Dan A. Carroll, 110 E. 42nd St., New York, 17 


J. E. Lutz, Tribune Tower, Chicago, 11 


Common sense—backed by factual surveys 
—indicates that the secondary readers of 
The United States News, Time, Business 
Week and Newsweek, are on the same 
intellectual level as the primary readers. 


Primary and secondary readers of this 
group amount to more than 6,000,000 men 
and women. 


Factual surveys—backed by common sense 
—have indelibly stamped these people as 
right-side-of-the-track families. As a group 


they are the most important customers and 
prospects of every advertiser in the 
United States. They control most (if not 
all) corporate purchases. Their purchases 
of merchandise for home consumption are 
enormous. 


AS A MATTER OF FACT they are 
America’s prime market—people with 
means, people of responsibility, people with 
common sense. 


Judge Drumwagon’s column is sponsored 


and financed by The United States News. 
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Extensive 1945 
Campaign Mapped 
by Ford Motor 


(Continued from Page 1) 


the theme phrase, “There’s a Ford | 
in Your Future,” superimposed on | 
a crystal ball illustration. 

Ford’s program is plotted to| 
make use of some 1,500 dailies, 
national weekly and monthly mag- 
azines, national, state and _ sec- 
tional farm papers, women’s mag- | 
azines, Sunday newspaper feature 
sections, outdoor, radio and trade 
publications. This media list will | 
be used for Ford car and truck | 
advertising, for Mercury, Lincoln | 
and Ford institutional copy and a| 
certain amount of Ford service | 
advertising. Heavy circulation is | 
sought in every dealer area. Copy | 
will be used often and in dominant | 
space units. 

The Ford advertising setup, the | 
company explains in a brochure) 


| prepared for dealers, is intended | 
to reflect the change that has oc-| 
curred in public thinking to con-| 
partial | 


siderations of, at least, 
peace and the lifting of restraints 
and restrictions in civilian life. It 
is based on the conviction that 
the company and its dealers face 


the most intense and unpredictable | 


period in their history. It seeks 
to draw every ounce of competi- 
tive strength it can from the pres- 
tige of the Ford name. 


Keyed to Three Periods 


Strategy of the Ford advertising 
is attuned to three periods, the 
first releases to run until new car 
production, defined as a time of 
increasing expectancy regarding 
new cars and a quickened eager- 
ness to own new cars. This will 
be followed by advertising based 
on the actual arrival of new cars 
and the public rush to buy them 
—a period of demand far exceed- 
ing supply. The third period will 
be that of stiff postwar competi- 
tion. 

The current Mercury and Lin- 


coln advertising is based entirely | 
}on the 


expectancy psychology, 


fanning up the greatest possible | 


interest with respect to Ford prod- 


ucts to come. The Ford institu- 
tional series stresses the promise 
of greater style, comfort and value 
|in future cars. The newspaper 
| campaign repeats the theme, “Sure 
| Glad I’ve Got a Ford,” telling the 
story of Ford reliability, economy 
|and satisfaction under wartime 
conditions. All displays are 
pointed “to convert the general 
desire for a new car into a desire 
for a new Ford.” 

In addition to advertising the 
coming of the new cars, the pro- 
gram provides for an institutional 
background campaign stressing 
famous Ford “firsts” in the auto- 
motive field. It will appear in 
several leading magazines, high- 
lighted by the claim that “Amer- 
ica expects the ‘firsts’ from Ford.” 
It will assure the public that im- 
portant new developments will be 
forthcoming in the future. 


May Set $800 Top 


As to the company’s postwar 
sales planning, the expectation is 
that the new low-price car, prob- 
ably to be listed somewhere under 
an $800 top, will be a dominant 
|;part of the early reconversion 
market. This new Ford, while 
| essentially based on the 1942 de- 


// USS 


ADVERTISING 


For decades the old-time 


slept on in its clutter of bins and barrels. 
Then, in the Nineties, came a great change 
. . . packaged foods, and advertising! It was 


a partnership of progress, 


the years has made Canadians a nation of 


“good shoppers”—and given us a higher 


standard of healthy living. 


As pioneers in advertising, Canadian food 
makers know what gets results. That’s why 
this record is significant; Grocery product 


advertisers invest far more 


dollars in THE STAR WEEKLY than in 


Jean Brodie's Cookery Pages are read regularly by 
83% of all the women in 750,000 Star Weekly 
homes—in all income classes, in all parts of Canada. 


U.S. REPRESENTATIVES: 


NEW YORK ® CHICAGO ® 


' 
} 


grocery store 


that through 


| 
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sign of the lowest priced model, 
will have a score of improvements 
giving it new car appeal. 

Motive power will be exten- 
sively altered, the result of the 
company’s experiences in building 
engines for military and naval 
vehicles and in making the uni- 
versal carrier, which provjdes, 
among other things, better func- 
tional operation. The government 
is expected to release such engines 
for civilian installations as soon as 
the war ends. In addition, there 
are other fairly well - defined 
changes to be expected in chassis 
engineering features. Body changes 
will be made as government regu- 
lations permit. 

The new car will stress economy 
with low price, to reach a field of 
buyers in the lower income 
brackets who have _ heretofore 
been forced to confine their trans- 
portation buying to used cars. An- 
other group expected to be heavily 
sold will be those who wait to 
see what the new car market 
offers postwar. It definitely will 
not be a small car, Ford says, but 
a full-fashioned family car with 
even more seating space than pre- 
vious Ford models. The Ford 
models will be the first to go :nto 
production after the war, followed 
by the Mercury and Lincoln lines. 
The Zephyr line has been dropped. 
| As to the postwar market for 
Ford products, the company has 
expressed belief that there will be 
10,000,000 more car owners within 
ten years after the war than ever 
before. That means 40,000,000 
registrations. The boost will come 
from the normal increase in the 
number of families, available sav- 
ings and the number of youths 
| who have come of age in the no- 
| car production era. 

The sales department has indi- 


;| cated. that, while its entire plan- 


ning is intended to restore sales 
| leadership to Ford, there will be 
;}no attempt to overload dealers. It 
|is averse to accepting any sales 
{leadership position based on 
|ground gained during a_ buyers’ 
| market, which is considered basi- 
| cally unsound. Leadership will be 


}|sought through normal sales and 
4 | production, with the only question | 


here as to what may be normal in 


] fF} such times. 
f; Fully 70% of the Ford dealer- 


|ships are preparing to expand 


| their sales facilities after the war 


|}ends. More than half of these will 
| build new sales and service build- 
lings. The company itself will 
spend $150,000,000 for reconvert- 


R 


ing and expanding its p ese, 
manufacturing facilities. ° 

It has been indicated that ; 
company plans no increase ; 
dealerships, and will adhere ty, . 
policy of fewer but better deale, 
There will be no change 
existing dealer franchise. 
Director Davis’ idea that de; 
should be paid a basic wage, yay. 
able as to their individual eg. 
nomic fields of business. T[), 
plan would include incentives {, 
increased sales. At present a) 
Ford dealers and salesmen operat, 
on a straight commission bagi: 
The whole program is intended 
to provide more profits for dea). 
ers and their salesmen. The sales 
organization has been reorganize, 
with the main objective of restora. 
tion of Ford’s leadership in moto; 
vehicle sales for the whole indys. 
try. 

Slogan of the vast Ford organi. 
zation, in all its divisions, now js 
“Victory Today — Leadership To. 
morrow.” 


AUTOS DROP 13 PER CENT 


Detroit, Dec. 12.—A total of 
3,651,300 passenger automobiles 
have disappeared from U. S. high- 
ways since Pearl Harbor, it was 
revealed yesterday in the first pre- 
liminary report of official passen- 
ger car national registrations since 
1941, issued by R. L. Polk & Co. 

Polk reported that its initial 
tabulations show 24,048,711 pass- 
enger vehicles in operation as of 
July, 1944. In 1941, just prior to 
Pearl Harbor, 27,700,011 passenger 
cars were in operation. The na- 
tional decrease of cars in use in 
the past three years represents a 
13.18% drop from 1941 totals. 

Four states, the Polk report 

shows, actually have increased ir 
number of cars in use during the 
war, despite the wearing out of 
| vehicles. Arkansas increased 
| 11.75%, California 1.06%, Oregon 
.89%, and Utah 1.88%. Largest 
| decline is shown in the District of 
|Columbia, where 37.58% fewe 
'cars are in operation this year 
{than in 1941. Pennsylvania's ca! 
| population went down 20.53% and 
| Michigan dropped 15.17%. 


Stuart Bart Named 

John Surrey Ltd., New York, to- 
|bacconist and pipe maker, has 
named Stuart Bart Advertising 
New York, as its agency. Plans 
include newspaper ads in Nev 
York and Chicago, as well as 
national media later. 


ne 


any other Canadian publication. And here is 
one big reason why: THE STAR WEEKLY 
is the only Canadian publication with 
750,000 circulation ... which means your 
advertising covers every second English- 
speaking family in the urban centres of 
Canaday—your richest markets. 


Take a tip from the food leaders and step 


up your own 


you’re not 


of their space 


he 


sr, sea 


BOSTON ® ATLANTA @ 


SAN FRANCISCO @ 


sales success. Check your 


advertising schedules today . . . make sure 
missing The Star Weekly’s 
tremendous home audience of over 2,600,000 
readers, coast to coast across Canada. 


STAR 


WEEKLY 


AT BO KING STREET 
, CANADA | 


WARD-GRIFFITH COMPANY INCORPORATED 
DETROIT ®@ 


SALT LAKE CITY 


Farming is B I G 


BUSINESS 


in “Pantagraph LAND!’ 


In this rich Central Illinois market the farmers are business men 


_— manufacturers who buy and 


sell— who produce more than 


$65,000,000.00 worth of foodstuffs annually. In McLean County— 

the heart of Pantagraph Land — there are 4,912 farms, each rep- 
resenting an average investment of well over $36,000.00 at presen! 
prices. In the counties adjoining McLean are the 4,000 additional 
farms included in Pantagraph Land — farms that are equally 
‘rich and equally productive. These farmer-businessmen are nol 
‘transients — their interests are firmly anchored in the rich, })lack 
soil of Central Illinois — they are here to stay, with a purchasing 
power that makes a fixed, constant market — a wealthy marke! 
for today and tomorrow. Reach this market through the !ail) 
Pantagraph —- the ONE NEWSPAPER that is FIRST (in fact 


alone) in coverage of Pantagraph Land, with 84% coverage ° 


McLean County, 71° coverage 


The aily Pantagraph. | 


of the Primary Trading Zor. 


a 
oar: 


BLOOMINGTON, ILLINOIS 
Established 1846 


Gilman, Nicoll & Ruthman 


National Advertising Representatives 


New York — Boston — Philadelphia — Chicago — San Francisco 
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Dies Suddenly 


pierson Hirose, 42, director of pro- 


| Pencil Points 


\rihur P. Hirose 
of ‘Newsweek’ 


New York, Dec. 12.— Arthur 


motion and research for News- 
week, died in Harrisburg General 
Hospital, Harrisburg, Pa., Dec. 9 
of pneumonia 
contracted 
while returning 
from a speak- 
ing tour of the 
Midwest. He 
had contracted 
a heavy cold in| 
Chicago, but 
insisted on fill- 
ing his engage- 
ments, and was 
removed from 
Arthur P. Hirose the train he 


had boarded| 
after a speech in St. Louis Dec. 5 | 
before a joint session of advertis- | 
ing clubs. 

Mr. Hirose, a Japanese-Ameri- 
can, joined Newsweek Oct. 15, 
after having held a similar posi- 
tion with the McCall Corporation. 
Previously he was manager of the 
sales promotion and market analy- 
sis departments of a group of pub- 
lications of the McGraw-Hill Pub- 
lishing Company, as well as one 
of the editors. 

Mr. Hirose was a member of the 
promotion advisory committee of 
the Magazine Advertising Bureau, 
a member of the marketing com- 
mittee of the Committee for Eco- 
nomic Development, and research | 

ordinator of the War Advertis- | 
ing Council. During 1942 he was 

msultant to the OPA in Wash- 
ington. 

He was treasurer of the Ameri- 
can Marketing Association, past 
president of the Market Research 
Council, chairman of the group 
discussion meetings of the New 
York chapter of the American | 
Marketing Association, a member | 

f the National Association of 
Public Relations Counsel, the 
American Gas _ Association, the 
Publicity Club, and the Electrical 
and Gas Association of New York. 
He is a lecturer at the advertis- 
ng and selling courses of the Ad- 
vertising Club of New York and 
the Advertising Women of New) 
York, and was scheduled to lead | 

panel session on “Determining 
Markets and Defining Sales Terri- | 
tories” at the January marketing 

nference of the American Man- | 
gement Association in New York. 

In 1941, Mr. Hirose won the 
esearch medal in the Annual Ad- 
ertising Awards (formerly the 
Bok-Harvard Awards). 


JOHN J. WELCH 
_ White Plains, Dec, 12.—John J. 
Yelch, 40, editor of Mill Supplies, 
as fatally injured Sunday morn- 
ng and his wife critically injured | 
nan automobile accident at Dobbs 
ferry, N. Y. The couple was driv- 
ng on the Saw Mill River Park- | 
ay when their car struck a tree. | 
Mr. Welch formerly was a sports | 
riter for the Des Moines Register 
nd Tribune, and later held edi- | 
‘oral positions on Chicago news- | 
ape He was a member of the | 
executive committee of the Na-| 
ional Conference of Business 
Editors at the time of his 


CHESTER F. PARISH 
_New York, Dec. 12.—Chester F. | 
I 60, senior member of Ches- 
ish Associates, died Satur- 
the Caledonian Hospital, 
n. Mr. Parish resigned 
e New York Tribune about 


"ip — 


hitect subscribers of Pencil 
-oints are active architects. 


ts having current projects checked 
scriber lists showed 84.7% Pencil 
ibscribers. (Send for complete re 
i new book “10 FACTS.”) 


M for you: To reach most active archi- 


ivertise in 


‘agazine of Progressive Architecture 


West 42nd Street, New York 18 al 
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20 years ago, where he was real 
estate editor, to enter the adver- 
tising field. He published “Real| Committee, Inc. program, d 
Estate Advertising” in 1930, and| here Dec. 4. Mrs. Britt, wife 


61 


writer with Kenyon & Eckhardt, rm . . |plans a newspaper and business 
on the American Fat Salvage |-° C&D Distributors 


paper campaign in January on the 
ied| Norman L. Cannon and F. F.\ theme “Make Your Product Ready 
of | Duggan have formed C & D Dis-| ¢5, Tomorrow.” 


was a director of the Bankers Fed-| George Britt, former editorial and|tributing Company, Charleston, 


eral Savings and Loan Association. | feature writer for the World-Tele- | S. C., with offices at 198 E. Bay St. | 


|gram, and currently with 


PAUL J. O'NEILL /OWI Bucharest office, was for-|resentative of Graybar Electric 


Atlantic City, N. J., Dec. 12. | merly associated with the N 
Paul J. O’Neill, 55, secretary- 
treasurer of the Press-Union Pub- mre 1M : 
lishing Company, publisher of the one aaa. 
Atlantic City Morning Press, Eve- 
ning Union and Sunday Press, died 
today in Atlantic City Hospital. KBS Names Two 
Mr. O'Neill was previously co-| Elaine N. Gonda, formerly 


partner with Gov. Walter E. Edge the station relations department of 
of New Jersey of Dorland Adver-| Keystone’ Broadcasting System, 
tising Agency, both relinquishing} New York, has been named pro- 
interest in that firm in 1919. gram director for the transcrip- 
tion network. Newly-appointed to Names Duane Lyon 


HORTENSE S. BRITT |}head the KBS research-statis 


newspaper feature syndicate and|eral Marine Supply Company, | 
later publicity director for Inter-| Charleston. Mr. Duggan was for- | 


division is Irene Douglas, formerly | New York industrial designer, has | 
New York, Dec. 12.—Mrs. Hor-|in the statistical division of Gen-| named S. Duane Lyon, Inc., New | 
tense Saunders Britt, 45, copy-|eral Motors Corporation, Detroit.| York, as its agency. The company | 


the | Mr. Cannon is also wholesale rep- 


EA | Company and owner of the Gen- | 


'merly manager of refrigeration | 
sales for Hotpoint. 
| The company will distribute 
Gibson refrigerators, home freez- 
ers and electric ranges, Strom- 
berg-Carlson radios, ABC home 
laundry equipment and Sunbeam 
small appliances. 


in 


tics William O’Neil & Associates, | 


Fence- sitting 


Speaking its piece frankly on controversial 
matters which might affect the petroleum in- 
dustry, National Petroleum News has won a 
reputation as a publication that fights, without 
fear or favor, for every principle in which it 
believes. And, on the record, every principle 
that NPN has championed in its 36 years is 
based on a free, competitive oil industry. 


Not limited to any single branch, the broad 
editorial approach of National Petroleum News 
covers the entire oil industry. NPN’s campaign 
against the Army’s raiding the industry of 
technical men was primarily in the interest of 


is for Sissies 


producing and refining huge volumes of oil 
products for war. NPN’s fight for common 
sense regulations and adequate transportation 
equipment enabled oil men to better fill essen- 
tial civilian and war needs. NPN’s insistence 
that OPA develop practical methods of identi- 
fying bogus gas coupons helped distributors to 
better co-operate in stamping out a growing evil. 


NPN believes that a publication which has 
the courage to speak out for its industry accom- 
plishes most for its readers and its advertisers. 
National Petroleum News, 1213 West Third 
Street, Cleveland 13, Ohio. 


THE 


NEWSMAGAZINE FOR OIL MANAGEMENT MEN 
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A PLASTIC is light and durable, strong and tough . . . it can’t mildew or rast: ae 
has lasting color, surface permanence, dimensional stability under all climati®conditions 
... it resists high heat, sun, moigture, chemicals, abrasion . . . it’s non mmable and a 
non-conductor of electricity, © it has impact strength and diclectyig¥trength ... it is odor- 


ws a , . 
less and inert .. . it’s any.gne of hundreds of combinations aiibsc properties, tested in a 


numberless variety fp¥oducts. 
~ Nr 
A PLASTIG,is a lampshade, a thermostat casing, a dish in your house... . it’s the steer- 


© Chey 
ing wheelhwhd door handles in your car. . Ca, 


. it’s the button on your coat, the fountain 


a ¢ 
pen i ur pocket ... it’s a toy boat . . . it’s paintbrush bristles and fishing lures and Oo. 
flashight lenses . . . it’s the canopy on a glider, the vital controls and instrument panels od A 
on planes . . . it’s instrument checkers and hand grenades .. . & S 
Y é. 
2% 
A PLASTIC makes protective resins for coating on shells, plywood resins for naval Pi A 
and aircraft, laminating resins for helmet liners. . . flame-resistant coating for electrical qs + 
cables ... hydraulic fluid for die-casting .. . weatherproof fabrics forch thing, for covers = a 
ing floors and walls and furniture, for tobacco pouches, and for miraculous bag dat oS Q 
tuakes sea-water drinkable. « > — & ° a 
mo) ro) S & O 
G m < < 
@ The development of plastics is a continui ory written every monrith in the a” 
advertising pages of FORTUNE; every one effthe facts above came fepin adver- 
tisements in 1944. Year after year, mo Ghanufacturers of plasticsadvertise in ly o 
FORTUNE than in any other magazin@) Just as enlightened managpihent turns to 3 G 
the editorial pages of FORTUNEd@o follow business history in the making, so it <= o 
reads FORTUNE’s advertising sfiages to learn and be enlightened on the enter- %& SY 
prising, the strong, the praditetive in every field, new and old. ™ ey =) 
°% & m 
wv Oo 
— c 
~v =) 
FORTUNE —THE MAGAZINE OF MANAGEMENT —is a study of business ° ee 
for the enlightenment of management men. 85% of FORTUNE'S 173,000 a 
rate xX , r 
subscribers are management men — and) swévey~after survey shows o 
that in FORTUNE the advertise} reaches management more certainly, \"° o 
# e 4 -“ 
more effectively, and more economically than in any other nisigazine. 
aim ¢ 
rR. \ 
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OF THE | ° 
WEEK 


Soon... you can put yourself in this picture 


On With the Job 


Isstie 


7 MUNSINGWEAR PREVIEW—Highlighting the annual convention of Munsing- 
wear, Inc., Minneapolis, were seven-foot reproductions of magazine covers 
and large-size blowups of the company's 1945 ads from which living models 

stepped into view. (Story on Page 29.) 


COOPERATE ON MERCHANDISING—This counter display is part of the 

promotion put behind a new “men's needs kit" for servicemen and civilians, 

prepared by Fair Trade Merchandising Associates, Inc., which services inde- 

pendent drug stores in the New York metropolitan area. Manufacturers co- 
operate in the promotion and share costs with retailers. 


240 LINES” CRUISE CRAFT — Churchward & Co., 
New York, is starting its first —— 
tising for Steelcraft speed boats, avail- 
943 LINES ir “when peace has come," with 
four-color copy in December issues of 
Motor Boat, Motor Boating, Rudder 
and Yachting. J. M. Hickerson, Inc., BOND BOOSTERS—To help the sale of war bonds during the 6th War Loan 
New York, is the agency. drive, George Burns and Gracie Allen journeyed to New York. They're 
greeted here, left to right, by Gordon Cates, vice-president and general man- 
ager of the radio division of Young & Rubicam, agency handling Lever Bros., 
sponsor of the comedy team on CBS for Swan soap; George; Gracie; Carlos 
Franco, associate director of Y&R radio, and William C. Gittinger, CBS vice- 
president in charge of sales. 


LUNCHEON SPEAKER—Addressing the first annual conference of the Tele- 

vision Broadcasters Association Dec. I1, Lewis Allen Weiss, executive vice- 

president of the Don Lee Network, is pictured at the dais. Seated, left to 

tight, are Dr. Allen B. Du Mont, president of Allen B. Du Mont Laboratories, 

and TBA president, and J. R. Poppele, chief engineer of WOR, New York, and 
chairman of the conference. (Story on Page 52.) 


There's one in every neighborhood 


BEAU BAIT—That's Pond's newest lip- 
stick shade for its ‘'date-bait'’ product, 
"Lips," distributed through Lamont, 
Corliss & Co., New York. Fashion, 


service and romance magazines will SMALL-SPACE DISPLAY—To help the dealer who is cramped for space, but 

continue to be used to promote the who wants to merchandise tires, batteries and associated products, Goodyear 

lipstick, particularly designed for the Tire & Rubber Co.'s “visual merchandising laboratories'’ have evolved this 

younger crowd. J. Walter Thompson design for office and salesroom in space no larger than that ordinarily used 
Co., New York, is the agency. as office space. The exterior view of the store is shown. 


MARKS 40TH ANNIVERSARY—At a surprise luncheon Dec. 8, William T. Cresmer was honored by his associates and the 
newspaper publishers he represents, on his 40th anniversary as a member of the firm of Williams, Lawrence & Cresmer Co., 
— of which he is president. Shown here, as Mr. Cresmer receives a commemorative booklet containing over 200 signatures of 
rs RAINT—General Foods Corp., for Jell-O puddings, is using these Helen his friends and business associates, are, left to right: D. J. Worthington, vice-president, Chicago; Gerald B. McDonald, sales 
K'nson cartoons to urce a “share and play square” attitude towards the manager, New York office; Charles V. Lehmann, executive vice-president, New York; R. A. Claypool, vice-president, San 
ties of the day, including Jell-O. Color copy is appearing in Ladies’ Francisco; William T. Cresmer, president; Edwin A. Sutphin, national advertising manager, New York Sun; Norman Chandler, 
Journal, Household, Country Gentleman and Farm Journal. Young & president and publisher, Los Angeles Times; J. R. Kimball, Chicago office; Maurice W. Heaton, vice-president, Los An- 
Rubicam, New York, is the agency. geles; Thomas O. Ejichelberger, vice-president, Detroit, and H. K. Clark, Chicago office. 
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The Chicago Sun 


today. and tomorrow 


The Sun is now three years old. December 4 was 
our birthday. The first copy of The Chicago Sun 
was printed in 1941—three days before the Japanese 
attacked Pearl Harbor : 

You can imagine how many added responsibil- 
ities and problems we were faced with—almost 
immediately! But The Sun has matured faster, I 
believe, than it would have in normal peacetime 
publishing. 

The Sun has done well for a three year old...with 
what many experts called the toughest newspaper 
nut to crack in any American city. 

Naturally, we’re not where we want to be yet. 
But we are keeping squarely in front of us our 
original conception of what we wanted to do in 
The Sun. 

Here it 1s: 

To give Chicagoans top quality news. coverage—locally, 
nationally and internationally. 

To give Chicagoans straight news coverage, free from 
bias, slant or distortion. 

To give Chicagoans a morning newspaper they look for- 
ward to reading; that they regard as a friend; that they 
are proud to have known as their “home-town-newspaper.” 

Have we done it? We've made a good start. 

This year, The Chicago Sun and Sun Staff mem- 
bers have won many of the most coveted honors 
in the publishing business. The Ayer cup went to 
The Sun for its typography. Three of the year’s six 
Sigma Delta Chi awards went to Sun staff men. 
Sun photographers won nine awards this year. Sun 
war maps took top honors. And there were more. 

We cannot prove truthfulness and integrity 
with words. Honesty must be lived. The columns 
of The Sun are the best proof that we have given 
Chicagoans straight, truthful, objective reporting 


of the news. 


But don't we on The Sun have strong feelings, 
strong opinions? Of course we do! We have opin- 
ions that we believe in—deeply. But The Sun will 
continue to keep its opinions to its own editorial 
columns. Contributing columnists will continue to 
have complete freedom to express their opinions. 
News columns will continue to remain purely ob- 
jective, free from opinion of any kind. 

How well do people—readers, advertisers—like 
The Sun? . 

Chicagoans are buying The Sun—buying it in 
steadily increasing numbers. The Sun circulation 
started big. (So greatly did Chicagoans welcome 
The Sun that we started with one hundred thou- 
sand prepublication subscriptions.) And Sun circu- 
lation has increased month by month and year by 
year as fast as wartime restrictions on newsprint 
would allow. Today, demand for The Sun far ex- 
ceeds the supply. 

Before paper rationing. advertisers gave The Sun 
the greatest volume of advertising ever given a 
new newspaper in the history of journalism. Today 
demand for Chicago Sun space ts far greater than 
we are able to print. Advertisers report results out 
of all proportion to circulation and rates. 

Right now, we have only one battle cry, stated 
before and repeated now: “Win the war and win 
the peace.” 

I look forward to the day when we can be of 
greater service to Chicago itself. Three years is just 
the beginning. The Chicago Sun is my life work. 
I hope in my time to see it become an even greater 
newspaper, and to see Chicago become an even 


greater leader among the great cities in the world 


Marshall Frekh 


Publisher and Editor 
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